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Abstract  
The project report consists of an exploratory description and a discussion illustrating the 
consequences of the Country of Origin effect. This is done using Malcolm Waters theoretical 
framework on globalisation, Adam Smith and Michael Porters theories on economic advantages in a 
globalised economy, and own research and theories on cognitive perception in Country of Origin 
effect. The qualitative empirical data collected stems interviews conducted with Royal Copenhagen 
consumers. The theories are used to provide a framework for understanding and discussing the 
implications of the Country of Origin effect. There are several major points. Waters point to equalising 
societies and thus less significant Country of Origin effect combined with the uncertain gains 
outsourcing strategies points to paradigm shift toward Porters notion on specialisation. Further, there 
is a lack of linguistic and perceptual consensus of Country of Origin in academic research, though there 
is a theoretical basis supported by research to reason that Country of Origin cannot be neglected in 
terms of marketing research.  
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Chapter 1  
INTRODUCTION 
1.1 PROBLEM AREA 
With the international and on-going globalising world economy (Waters, 1995; Waters, 2001), 
global marketing research have scrutinised the field of consumer evaluation of products. For various 
purposes, trade and political organisations have developed regulations and legislation to provide 
consumers with national origin information on all imported products (Jaffe & Nebenzahl, 2001: 141-
146). This is often known and displayed as the "Made in" label. Since Robert Schooler (1965) found 
significant evidence for what came to be known as the Country of Origin effect, there has been 
hundreds of studies in the field of Country of Origin and the effects it has on consumer evaluation of 
products (Rosenbloom & Haefner, 2009).  
It is gestured that this label is insignificant because production in a globalising world has reached 
a level of complexity that this label is insufficient to evaluate the national origin of a product. 
Constructing an understanding of Country of Origin, there are many cues excluded from the product 
labels. Most products display a single label such as 'Made in China' whereas others such as Apple 
products display a twofold label: 'Designed in California. Assembled in China'. Ming Ming Luo 
compiled, from various research studies in this field, a list of concepts decomposing the construction of 
Country of Origin (Luo, 2001). 
The theoretical framework for this field is immense. It is concerned with the study of 
ethnocentrism, country image, country stereotypes, country animosity, and product differentiation 
Country of design (COD) “The country where product was conceived and engineered” (Insch & 
McBride, 1998: 73). 
Country of assembly (COA) “The country where the majority of the product’s final assembly took place” 
(Insch & McBride, 1998: 73). 
Country of parts (COP) “The country where the majority of the materials used in the product come 
from and / or the components parts are made” (Insch & McBride, 1998: 73). 
Country of manufacture (COM) “The country where the product is manufactured” (Hamzaoui & Merunka, 
2006: 147). 
Country of brand (COB) “The country in which the brand originated” (Bae & Lee, 1999: 344). 
Table 1: Decomposing the COO Construct (Luo, 2011: 19) 
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(Luo, 2011). Julie Pharr reasoned that research in the field struggle with the notion of the significance 
of the effect of Country of Origin cues in consumer evaluations (Pharr, 2005).  
“Decades of research scrutiny have led to one seemingly unequivocal conclusion: a 
product’s country of origin can influence consumers’ evaluative judgment of the product. 
Only within recent years has that conclusion been called into question” (Pharr, 2005: 34).  
Pharr points to studies (Samiee, Shimp & Sharma: 2005; Chen, 2004; Thakor and Lavack, 2003) 
doubting the prominence of Country of Origin labelling as determinant factors in product evaluations, 
and how knowledgeable consumers are in regard to the origin of brands (Pharr, 2005: 34). This is 
consistent with several other studies pointed out by Luo (2011: 42) showing a decrease in consumers 
conscious and aware of the origins of the products they purchase, thus country of origin becoming less 
important in product evaluations.  
However entirely discrediting the country of origin effects is premature. Considering the 
compiling evidence against the Country of Origin effects, determining the level of dominance of 
country of origin in consumers’ product evaluations and its weight in marketing constitutes a new 
research problem. Studying product evaluation of highly differentiated products could show reason to 
continue researching and bettering the understanding of how consumers perceive products in a 
modern, globalising world and world economy.  
1.2 PROBLEM DEFINITION 
Therefore, this study proposes a hypothesis arguing that customer quality perception is affected 
by national origin for highly differentiated products.  
 
How does the Country of Origin perception affect consumption choice and evaluation for a 
highly differentiated product when country of manufacturing is different from country of 
design?  
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Chapter  2 
PHILOSOPHY OF SCIENCE 
This following section elaborates on theory of knowledge as an element of a constitution in 
science that determines two important notions: one of epistemology and one of ontology, which 
respectively construes the possibility and criteria of truth, and the nature of the object. Thomas S. 
Kuhn summarises it as such: 
“Effective research scarcely begins before a scientific community thinks it has acquired 
firm answers to questions like the following: What are the fundamental entities of which 
the universe is composed? How do these interact with each other and with the senses? 
What questions may legitimately be asked about such entities and what techniques 
employed in seeking solutions?” (Gergen and Gergen, 2003: 7). 
This is furthermore supported by the notion of paradigms as presented by Kuhn, who argues that 
“knowledge within any discipline depends on a communally shared commitment to a paradigm” (ibid: 2). 
This paradigm is the epistemological and ontological agreement of the scientific practice. 
Social constructionism is a theory of knowledge, which contains three major lines of 
argumentation. These are summarised by Mary Gergen and Kenneth J. Gergen as such: the communal 
origins of knowledge, the centrality of language, and the ideological saturation of knowledge (ibid: 2-
5). 
2.1 ONTOLOGY 
What social constructionism criticises and attempts to refute is the positivist-empiricist 
conception of knowledge. K. J. Gergen argues that “what we take to be knowledge of the world is not a 
product of induction, or of the building and testing of general hypotheses” (ibid, 2003: 15) on the basis 
that experience of world does not by itself dictate how the world is understood (ibid). What K. J. 
Gergen attempts to instil into the scientific process is an exploration, serious investigation and 
discussion of the language used to describe knowledge and truth. The ontological considerations of 
social constructionism are well displayed by Harold Garfinkel. He displays how it is rather the familiar 
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scenes of everyday life that are considered and treated as being factual, by members of society. From 
this perspective, it is the “socially standardised and standardising … background…” expectancies (ibid: 
11) that form unnoticed and unexamined features of societal function. It is the expectancies Garfinkel 
attempts to uncover and illuminate through demonstrative action (ibid: 11-14). He points to 
estrangement of naturalness of everyday life as method of investigating linguistic truisms, and refusal 
and circumvention of common discourse functions as catalyst to do so.  
In effect, the experiment is meant to undo the stability of social structures, inducing and sustaining 
bewilderment and confusion, anxiety and indignation, and disorganised interaction, on the basis that 
society anticipates a sanctioned commonality when engaging in discourse, such as understandable 
vagueness in reference (ibid: 12). 
The thought of an object in this sense relates particularly to design processes and construction of 
objects. Steier considers it as a question of producing descriptions of objects, which asks the designer 
or instructor: ‘what makes a cup a cup?’ (1991, 170). There are different ways of describing the ‘same 
object’ each of which produces a ‘different object’. In the construction of objects, he argues that it is a 
concern for understanding how the original producer “articulate features, properties or principles, that 
[sic] create the ‘identity’ of objects they have designed” (ibid). 
The experiments of Garfinkel represent how the communal origins of knowledge have manifested 
in society, but particularly how language is central to the actor and influential upon structure. This is 
further expressed by Ludwig Wittgenstein, who posed a linguistic challenge to the positivist-empiricist 
practice of science (Gergen and Gergen, 2003: 3). Wittgenstein arguably found that information was 
interpreted from linguistic exchange, or ‘language games’. This however presupposes the notions 
presented by Kuhn to initiate a paradigm: to understand the language games, one must play by the 
rules of the game. Language games, to Wittgenstein, are patterns of relationships of humans and the 
surrounding world. As such, the nature of the object is inherently linguistic (ibid: 4).  
2.2 EPISTEMOLOGY 
Truth is formulated, or devised, from historically and culturally located groups of people (ibid: 2). 
Devising this particular theory of knowledge belies two significant notions of intellectual tradition: (1) 
the individual, rational and knowledgeable agent of action is challenged and (2) the singular notion of 
Truth. The accuracy of truth is ipso facto a communal given (ibid: 2). This relates to the 
abovementioned argument by Kuhn that paradigms are inherent descriptive of the constituted 
scientific practice, which is required by itself to be agreed upon in a community.   
Comprehending truth, in this sense, arrives from a process of understanding of the historical 
social exchanges among people. This entails a form of negotiation that is critical to social life, as they 
are integrated in associated activities in which people partake. Returning to the notion of paradigms, 
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which social constructionism by itself supports, the prevalence of a paradigm, a significant 
understanding among people, is predominate dependent of alterations of social progress in lieu of 
empirical validity (ibid: 15-16). 
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Chapter 3  
RESEARCH METHODOLOGY 
This section will elaborate on the methodological considerations and practices for use of theories, 
models and empirical data in the study. It contains a research design explaining the method of inquiry. 
Moreover, it also describes the choice of theories and models used in the study as well as adjoining and 
adjacent theoretical constructs.  
3.1 RESEARCH DESIGN 
The original research for this report was conducted by surveying customers outside the Royal 
Copenhagen store in the promenade in Copenhagen. Selecting Royal Copenhagen and Royal 
Copenhagen products to investigate the research problem was due to its rich and long history, its level 
of uniqueness in its market and considerable outsourcing strategies.  
Royal Copenhagen was founded in 1775 as the royal porcelain factory and registered trademark 
(Royal Copenhagen, n.d.a). Royal Copenhagen is purveyor to Her Majesty of Denmark (Hoflev, n.d.). 
The company is known for its Danish roots and traditional blue and white design. It was acquired by 
Finnish Fiskars in primo 2013 from AXCEL (Royal Copenhagen, n.d.b; Hjorth, 2012).  
In 2004, Royal Copenhagen began a gradual outsourcing of their production (Pedersen, 2011), and 
in 2013, ninety per cent of the production is in Asia. Most of the production is primarily in Thailand, 
and a smaller division in South Korea. The last part of the production in Denmark produces only the 
most exclusive line of service and only employs twenty to twenty-five employees as of 2012 (Hjorth, 
2012; Hall, 2012). 
Outsourcing the production has shown good results. The annual account improved from a deficit 
of DKK 137.6 million in 2009 to deficits of DKK 12.8 million in 2010 and DKK 1.9 million in 2011, 
which is only due to prior 2013 rent (Royal Copenhagen, n.d.c).  
Royal Copenhagen has not been able to show a financial statement close to this for a decade. There 
are a number of reasons that can account for this. The production cost for a cup decreased by 21.6 
percent after outsourcing. Moreover, for the first three years of production, Royal Copenhagen pays 
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zero per cent taxes in Thailand. Finally, the revenue has improved by 4.7 percent in 2011 due to a new 
marketing strategy, reduced assortment and markets (Hall, 2012).  
Respondents were selected at random by interviewers to gather information from a 
representation of all primary buyers. This is due to the investigative nature of the study focusing a 
product-specific segmentation rather than a profile-specific segmentation.  
3.2 DATA 
This section will provide descriptions of the data collection process and set criteria to ascertain 
quality of the collected data.  
3.2.1 DATA COLLECTION AND PROCESSING 
The series of interviews were semi-structured. The interviewers used an original questionnaire 
guide (Appendix A) in Danish, and freely translated questions into English as needed in the field1. The 
interviews were strongly guided by the questionnaire, but interviewers were free to rephrase, add or 
remove questions as they saw necessary.  
The method of inquiry was not necessarily particularly detailing, but managed to acquire specific 
association-based answers in interviews of one to six minutes of length. There was conducted sixteen 
interviews with twenty respondents. The interviews were conducted outside Royal Copenhagen in the 
Copenhagen promenade, specifically at Amagertorv by the report authors. There was no mid-
interview consultancy, but discussions of method occurred between interviews. All interviews were 
audio recorded for transcription (Appendix C).  
The criteria by which these interviews are conducted is offset in the ability to produce reliable and 
valid empirical data. The interviews are consequently of a qualitative nature, as it is difficult to 
produce statistical viable data through the method of inquiry. As such, a critical analysis is a primary 
criterion for confirming validity. The process included discarding several responses if the interviewer 
failed to extract a clear message from the participants, or if the participant failed to address the 
question. This is to minimise the level of interpretation of the argumentations set forth by participants.  
The collected data was put into perspective by generating a correlation between the relevant 
theoretical construction and the interview responses. The analysis operates on principles of 
deduction. As such, the theoretical framework is first constructed, and the analysis is based on 
relevant concepts within the construction. The limitations of the analysis and discussion hereof is 
presented in chapter 8.  
 
1 A translation of the questionnaire guide can be found in Appendix B. 
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3.2.2 QUESTIONNAIRE DESIGN 
Royal Copenhagen provides a series of exclusive products and maintains a unique position in the 
market. Specifying the customer's primary interests in these products, three open-ended questions (5-
9) were posed. These depict their frequency and reason for visiting, interest in the brand and 
preferred product properties.  
The next two questions (10-11) were posed to uncover the weight of country of design and 
country of production to customers. As questions were open-ended, they also uncovered information 
about whether customers were knowledgeable about the current level of outsourcing.  
A series of questions (12-15) sought to obtain impressions of Denmark, Thailand, Poland and 
England. The questions were posed to the interviewee to give a single or multiple word descriptions of 
each country. Two countries were European, one East European and one South Asian. England and 
Poland were chosen for their assumed level of production on which customers often gave their 
impressions. 
The study is especially interested in the perceived quality of Royal Copenhagen. Two open-ended 
questions (16-17) were posed directly investigating whether their perception would be altered if 
Royal Copenhagen outsourced their production. To perspectivise this concern, a follow-up question 
(18) inquired whether the customer thought Danish products in general were of good quality.  
Additionally, a series of demographic questions were asked about their age or age group, 
occupation, level of education, citizenship and gender. 
3.3 THEORY 
This section will provide insight into the chosen theories, and their relational position in their 
respective frameworks and origins, in addition to establishing a firm understanding of their relevance 
to the coming discussions. There are an array of theories used to perspectivise the subject at hand. The 
theory serves as perspectives from which one can observe or understand the world. The necessity of 
these selected notions is found in their relevance to the subject.  
3.3.1 MALCOLM WATERS: ‘GLOBALISATION’ 
Utilising Malcolm Waters’ notions of a globalisation solvent from the economic perspective 
assembles a theoretical framework. Considering his eclectic yet totalising approach to understanding 
prior established constructs of within the field, and critical method of doing so, he provides a 
globalisation framework that allows this investigation to offset from an established structural world 
perspective. Many theorists contributed to his notions of how and why the economies are globalising. 
As such, it is referred to as a framework of globalisation theory. Waters reviews classical sociologists 
Karl Marx, Emilé Durkheim, and Max Weber in terms of defining antecedents of globalisation 
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constructs. In addition, he refers to Marion Levy, Daniel Bell, and Immanuel Wallerstein among others 
as contributing factors in his development of a totalising globalising solvent. Globalisation processes 
are often connected to the implications found in consumption patterns (Pharr, 2005) as described in 
the first chapter, and how businesses, industries and economies have able to develop into 
international and global structures.  
In the context of globalisation theory, it is relevant to discuss briefly the theoretical position in 
relation to Anthony Giddens. Malcolm Waters utilises Giddens in terms of presenting an example of his 
notion of arenas. As such, Waters introduce Giddens as a complementary function in order to discuss 
the conditions of global economies (Waters, 2001: 61-65). Giddens argue that the world is advancing a 
capitalist world-system, where transnational corporations independent of political arrangements 
dominate the economies (ibid: 61).  
3.3.2 SMITH & PORTER: ‘MICROECONOMICS’ 
 Adam Smith and Michael Porter are both economists, who provide different perspectives to 
understanding the economic terminology and structural system behind outsourcing. Outsourcing is 
firmly founded in both microeconomic principles and management strategies. As such, it is relevant to 
understand the background for why businesses would consider outsourcing strategies from both 
perspectives. Using the principle of comparative advantage originally formulated by Adam Smith 
provides insight into the economic incentives of such strategies. To understand quality perceptions, 
these insights are paramount. They help establish a structure in which the strategies of businesses can 
be understood. Furthermore, the principle of competitive advantage, formulated by Michael Porter, is 
utilised to understand the strategic background for businesses to initiate outsourcing processes. 
3.3.3 BLOEMER ET AL, CACIOPPO & PETTY: ‘LIKELIHOOD ELABORATION MODEL’ 
John Cacioppo and Richard Petty are psychologists who developed a model to investigate the 
differences in cognitive motivation in the perspective of communicative persuasion. It essentially chart 
the process of how individuals treat information in relation to their respective level of involvement 
and interest in the subject. In connection to this subject, Bloemer, Brijs and Kasper repurposed this 
model to investigate specifically Country of Origin more in detail from the foundation laid by Cacioppo 
and Petty.  
Both models, especially in the form of the mutual conceptual framework, are used to investigate 
how consumers treat the difference between country of design and country of manufacture.  
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3.4 CONCEPT DEFINITION OF HIGHLY DIFFERENTIATED GOODS 
This section will briefly describe what highly differentiated products entail. It is a concept that is 
not sufficiently comprehensive to cover a theoretical or applied section by itself, but can cause 
circumstantial confusion. The concept implies that a product is heterogeneous, or with very few 
substitutes, to an extent that is engage in near-monopolistic market conditions. This is the case of 
Royal Copenhagen, whose products can be defined as being highly differentiated due to its high price 
and inherent exclusive brand. Especially in the Danish tableware market, they have few competitors.  
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GLOBALISATION AND ECONOMIES 
The purpose of introducing globalisation theory to this investigate is to generate a framework in 
which one can understand the world. Questions such as ‘how has economies developed in the past 
decades?’ and ‘where do theorists propose it will converge?’ are central to the coming discussions. 
This chapter will constitute a theoretical framework from which the analysis is sprung.  
The first section is to provide both a literature review of the field of globalisation, in addition to a 
commentary by Malcolm Waters, who proposes an eclectic definition of the term. While Waters has 
produced a more generalised definition spanning over both economic, social and politic concerns, this 
section provides only insight into the economic aspect. Moreover, the chapter will provide 
microeconomic theory on product differentiation, outsourcing, and comparative and competitive 
advantages, all concepts central to the investigative discussions. They provide perspective to how 
quality can be socially constructed and perceived.  
4.1 DEFINING GLOBALISATION 
While there are many conflicting notions of globalisation and its aspects, such as origin and 
history, the framework from which it functions is stabilised. Globalisation is a process that both 
deteriorates and universalises movements and ideas of culture, economy, religion, politics, et cetera 
stemming from local or regional territories. Malcolm Waters would phrase it as “a social process in 
which the constraints of geography on social and cultural arrangements recede and in which people 
become increasingly aware that they are receding” (1995: 3). For the purpose of analysis, generating a 
set definition of what globalisation concerns and encompasses is necessary. 
4.1.1 CLASSICAL THEMES IN GLOBALISATION THEORY 
The classical roots of sociology have contributed to the comprehension and fundament of 
globalisation (ibid: 5). From Émile Durkheims theories on differentiation, it can be inferred that the 
commitment to the nation states must weaken as an institution like the state is too narrow and not 
encompassing. Additionally, industrialisation tends to weaken this commitment to the nation state and 
assists in disassembling the borders between societies (ibid: 5), whereas Max Weber identified 
rationalisation as being globalising. For Weber, the rationalisation of cultures would become the 
“depersonalization of social relationships, the refinement of techniques of calculation, the enhancement 
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of the importance of specialized knowledge, and the extension of technically rational control over both 
natural and social processes” (Brubaker, 1984: 2). Waters argues that while Weber did not recognise it, 
rationalisation would be a homogenisation of cultures. However, in the Marxist perspective, it was the 
establishment of world trade that accelerated globalisation. As Marx wrote: “The need of a constantly 
expanding market for its products, chases the bourgeoisie over the whole surface of the globe. It must 
nestle everywhere, settle everywhere, establish connections everywhere” (1977: 224). Marx discussed 
the notion of universality and universal interdependence of nations due the expansion of industries, 
import and export of goods in lieu of self-sufficiency (ibid: 224-5). It is these few thematic notions of 
globalisation that many modern definitions draw from. 
4.1.2 CONSTRUCTING A THEORETICAL FOUNDATION 
To Waters, globalisation is concerned with spatiality of social arenas. These encompass 
arrangements bound to the economy, the polity and the culture. He describes as following: 
1. “The economy: social arrangements for the production, exchange, distribution and 
consumption of goods and tangible services. 
2. The polity: social arrangements for the concentration and application of power, especially 
insofar as it involves organized exchange of coercion and surveillance (military, police etc.), 
as well as such institutionalized transformations of these practices as authority and 
diplomacy, that can establish control over populations and territories. 
3. Culture: social arrangements for the production, exchange and expression of symbols that 
represent facts, affects, meanings, beliefs, preferences, tastes and values” (ibid: 7-8). 
Waters dislodges his argument from predisposition of the classical sociologists. Where Weber 
would argue for the structural independence of the social arenas, and Marx would argue that the 
economy constitutes the polity and culture, Waters recognise that “the more effective set of 
arrangements in one arena can penetrate and modify arrangements in the others” (ibid: 8). He continues 
to argue that if the basis of globalisation is found in the relationship between social organisation and 
territoriality, this relationship is established by predominate social exchange. 
Insofar, the concern for spatiality is explicit. Waters constitutes in his argument that material and 
political exchanges are limited to local and international territories, whereas it is only the symbolic 
exchanges liberated from the boundaries of spatiality (ibid: 9). The flaw of this particular notion is 
found in the importance of cultural and economic movements, which is remedied in later editions of 
his literature.  
17 
 
4.1.3 GLOBALISING SOLVENTS 
In the footsteps of Durkheim, the transformation of sociality is found in structural differentiation, 
which later has been modified to encompass globalisation. Similar to social stratification, structural 
differentiation implies a categorical division of “capitalization and collective production on one hand, 
and domestic production and reproduction on the other.” (Waters, 2001: 28). It is argued that with 
industrialisation and differentiation of social life, values shift to conform with individualisation, 
universalism, secularity and rationalisation, as defines modernisation (ibid: 29). This notion equals 
modernisation and industrialisation as interchangeable, and furthermore implies that any society 
given the opportunity will leap to industrialise (ibid: 30). 
Marion Levy, as Waters argue, is more explicit about the connection between modernisation and 
the inter-societal system. “A society will be considered more or less modernized to the extent that its 
members use inanimate sources of power and/or use tools to multiply the effects of their efforts” (Levy, 
1966: 11). This argument is significant because with this conceptualisation of globalisation, his efforts 
beckons that modernisation is without volition or conscious control, and “this reflexivity establishes a 
systemic pattern of interrelationships between societies” (ibid: 30). Already in 1966, Levy predicted that 
with national, regional or local instabilities, it would affect all other individuals in a frame determined 
by the level of interdependence particular to the societies (790). The argument insofar shows that 
globalisation is characteristic of a phenomenology, which unites members of all societies. 
If the notion of modernisation and industrialisation as interchangeable as proposed by Waters, in 
addition to the notions of the development of technology and the establishment of a pattern of 
interrelated societies as proposed by Levy, constitutes a foundation for a theoretical framework for 
globalisation, Kerr, Dunlop, Harbison and Myers (Kerr et al., 1973) contribute a causality for these 
notions. Waters and Levy have insofar argued that globalisation processes is rooted in the incurrence 
of modernisation and industrialisation. Kerr et al propose that industrialisation causes societies to 
become more alike as a process of convergence (Waters, 2001: 31). They observe that “industrial 
societies are more similar to each other than to any non-industrial society” (ibid) and notwithstanding 
altering industrialisation processes, with time industrial societies will converge. Upon these 
conditions, a logic of industrialism is defined: industrialising societies will develop and employ 
effective technology of production as will they adapt to this technology. Side effects include but not 
limited to differentiated and specialised labour force, occupational mobility, large scale organisations 
able to support mass production and mass marketing in addition to being hierarchal and bureaucratic. 
Moreover, social values shift to conform to materialism and individualism (ibid: 31-32). 
Waters however confronts Kerr et al. He argues that culture cannot be “reduced to economic or 
class relationships” (ibid: 32). Waters argue, with basis in the thesis of Daniel Bell, that by the third 
quarter of the twentieth century, industrial occupation concerning production of commodities shifted 
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to envelop the production of services. Bell proposes a similar notion of causality founded in the same 
idea of convergence. Bell characterises the occupational situation of industrial societies. He observes 
that the production of services has outgrown the production of goods in terms of labour force, 
professional and technical occupation is no longer a defining factor of class structure, theoretical 
knowledge predominates practical knowledge, and technological invention is under human control 
and planning. Bell also observes that the dominating technology is intellectual rather than physical. 
Technology is no longer a physical extension of the human body but rather an intellectual extension of 
the human mind (Bell, 1976, Waters, 2001: 32-33). Bell later establishes certain bold projections on 
the acceleration of the globalising economy to the year 2013, one of which serves well as an 
explanatory element of this. Bell forecasts that “markets can increasingly consist of electronically 
integrated networks and indeed employees will need less to be concentrated in a single place of work. The 
international economy will therefore be tied together in real time rather than in space” (Bell, 1987, 
Waters, 2001: 33). 
What Bell introduces to the theoretical framework is an interesting facet of many modern theories 
on globalisation. While he primarily argues for the globalising economy, both political and cultural 
aspects are increasingly concerned with functioning in real time rather than in space. Examples of this 
could be how media is consumed, which by itself affects how politicians must react to incidents, or 
how cultural phenomena can be global. 
4.1.4 WORLD SYSTEMS 
Waters introduce Immanuel Wallerstein to support the notion of world-systems. While Bell and 
Kerr et al have argued for the causality of globalisation, and the conclusion of how societies are 
globalising set within their own economic systems, there is no presupposed global system. Insofar 
patterns have been described, but there have been no presentation of how societies are located in such 
patterns, how they function or most importantly connected. This is where Wallerstein may be helpful. 
It is important to note that to Wallerstein, “the existence of a world system or systems does not itself 
imply global unification” (ibid: 39). 
Wallerstein presents three possible types of world-systems. Firstly, the world-empires, wherein 
many cultures are blended under a single government, such as ancient Rome or ancient China. 
Secondly, world-socialism, wherein both state and capitalism disintegrate turning to a single political-
economic system, which include a multiplicity of cultures. Thirdly, the world-economies, wherein 
many political states focus on a single culture, share a common economic system. The final and third 
instance corresponds with the presented notions. Wallerstein argues that there is only one example of 
this, being the “modern world-system, integrated by a single capitalist economy” (ibid: 36). 
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“In the late fifteenth and early sixteenth century, there came into existence what we 
may call a European world-economy. It was not an empire yet but it was as spacious as 
an empire and shared some features with it. … It is a ‘world’ system, not because it 
encompasses the whole world, but because it is larger than any juridically-defined 
political unit. And it is a ‘world-economy’ because the basis linkage between the parts 
of the system is economic, although this was reinforced to some extent by cultural links 
and eventually…by political arrangements and even confederal structures” 
(Wallerstein, 1974: 15; original italics). 
4.1.5 THE STATE OF GLOBALISATION 
Here it is relevant to reintroduce Malcolm Waters. Based on Wallerstein and Leslie Sklair, Waters 
moves onto world trade. Wallerstein has built on top of the foundation a notion of what exactly 
connects societies, and it is thus relevant to discuss these connections. Waters argue that the original 
and fundamental economic internationalisation stems from trade. “Trade can link together 
geographically distant producers and consumers, often establishing a relationship of identification as 
well as interdependence between them” (Waters, 2001: 40). Here Waters dislodges the discussion from 
producer versus consumer, and in their stead discusses how both are seemingly relevant for 
globalisation. He presents an example of tea, an important facet of British culture, but in no fashion 
produced near Britain. It was the export of textiles to Southern Asia and import of tea, which helped 
constitute this fundamental cultural aspect of Britain. As such, there is an “opportunity for commonality 
of lifestyle across the globe” (ibid: 41). Associated with the previous argumentation that globalisation is 
accelerating, Waters inserts here that during industrialisation and henceforth, world trade has 
expanded and grown to encompass industries trading USD 36,534.0 billion worth of goods and USD 
8,452.6 billion worth of services (World Trade Organization, 2012). 
Meanwhile it is difficult to argue that the world is contemporarily globalised. On one hand, to Levy, 
Bell and Kerr et al, it is a matter of coming or on-going industrialisations. Wallerstein, on the other, 
argues only for an internationalised economy. Returning to the original thesis of Waters, it is a concern 
of spatiality. There can be no specific territorial location or localised identity, meanwhile allocation of 
resources would be flexible, however a decade ago, Waters still observed that “[t]rade matters … are 
still subject to the political actions of mercantilist blocs” (Waters, 2001: 61). 
4.2 ECONOMIC FRAMEWORK OF OUTSOURCING 
It is within the framework of economic globalisation that the microeconomic principles of 
outsourcing can be elaborated. Further creating the background for the coming investigative 
discussions rely on a firm grasp of an understanding of what outsourcing entails, and how it can not 
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only be understood in a framework of globalisation, but also in the financial accounts and management 
strategies of businesses that outsource business processes to foreign countries.  
The microeconomic incentive is introduced, first from an inherent macroeconomic perspective 
using the theory of comparative advantage, then a microeconomic perspective using the theory of 
competitive advantage. It should be noted, however, that the comparative advantage is an economic 
construct that functions at any social perspective. 
4.2.1 OUTSOURCING 
Comprehending the concept of outsourcing is relatively simple. It comes from a related framework 
of business terminology that defines how businesses are legally dependent or independent as well as 
geographically near or distant from each other while still partaking in the same production chain, or 
performing business processes for the other (Jenster et al, 2005; Duening & Click, 2005, Pyndt & 
Pedersen, 2006). The conception of outsourcing however springs from a multiplicity of concerns. 
According to Jenster et al, the modern understanding of outsourcing stems from a century-old 
understanding what economists call specialisation, but have been practiced for millennia (2005).  
The terminology related to outsourcing is summarised by Pyndt & Pedersen in the following table, 
which describes the aspects of each condition.  
 INTERNALISED 
(activities performed in-house) 
EXTERNALISED 
(external suppliers) 
DOMESTIC 
Companies performs activities domestically 
(Onshore Insourcing) 
Suppliers in home country 
(Onshore Outsourcing) 
FOREIGN COUNTRIES 
Own subsidiary in foreign country 
(Offshore Insourcing) 
Suppliers in foreign countries 
(Offshore Outsourcing) 
Table 2: Defining Business Process Outsourcing in Context (Pyndt & Pedersn, 2006: 11)  
Jenster et al point to a series of trends related to outsourcing (2005: 7). They argue that the notion 
of competition within singular industries or countries is antiquated, and businesses must consider 
themselves in a global realm, where competition requires innovative thinking (ibid).  
In practice, outsourcing can be defined as "the market procurement of formerly in-house 
produced goods and services from legally independent supplier firms" (Semlinger, 1991 cited in 
Jenster et al, 2005: 2; original italics). A common method of optimising ability to compete is 
outsourcing production to foreign, less developed countries such as India, China, Mexico and the 
Philippines (Duening & Click, 2005: 2).  
In this context, outsourcing is emphasised as being the action of moving non-core competences 
abroad in order to gain economic advantages. This is exemplified by Royal Copenhagen, who decided 
to outsource major parts of their production to Asian countries to decrease production costs, such as 
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labour salaries. Such strategies are rooted in particular microeconomic structural incentives and 
economic incentives. The practice of offshoring is typically linked the notions of comparative and 
competitive advantages. 
Outsourcing strategies was originally birthed by large businesses seeking to reduce costs, 
especially labour costs (Duening & Click, 2005: 34). Duening and Click identified a series of reasons to 
initiate process outsourcing: Cost savings, acquiring third-party expertise, increased market flexibility, 
improved scalability, reduced time to market (ibid: 25). These strategies are in accordance with both 
theories of advantages.  
4.2.2 COMPARATIVE ADVANTAGES 
Theory of comparative advantage originally formulated by Adam Smith. “If a foreign country can 
supply us with a commodity cheaper than we ourselves can make it, better buy it of them with some part 
of the produce of our own industry, employed in a way in which we have some advantage” (Smith, 1910: 
401). As Adam Smith emphasises, the opportunity to trade with an entity able to produce a product or 
service cheaper than oneself will result in economic gain for both entities. This is often done with trade 
partners who provide either cheap or specialised labour - or any combination of the two (Bernanke & 
Frank, 2009: 53).  
Comparative advantage is an important principle in modern economics. It is developed on the 
foundation of specialisation as course for increasing opportunity cost, or simply the ability to produce 
higher quality products and services in lieu of the scenario, wherein all is their own jack-of-all-trades 
(ibid: 35-41).  
As seen from Figure 1, Country A can produce both Commodities A and B at the cost of 100, while 
Country B produces Commodity A at the cost of 50 and Commodity B at the cost of 200. In parenthesis, 
the opportunity cost is shown. From this, their comparative advantages can be shown.  
The opportunity cost shows how much would had to be given up to produce one more unit of the 
other. As such, Country A could produce one less unit of Commodity A if it wanted to produce one 
extra unit of Commodity B. Country B would could produce one extra unit of Commodity A if it gave up 
four units produced of Commodity B, or to produce one extra unit of Commodity B, they have to give 
up one fourth of the production of Commodity A.  
Beginning with the conclusion. Country A should produce Commodity A, and Country B should 
produce Commodity B. While Country A has an equal opportunity cost for both Commodities, they 
would gain from trading with Country B, who has an even lower opportunity cost for Commodity B 
than Country A. For Country B, it is the same: Country A has a lower opportunity cost for Commodity A 
than themselves. It can be extrapolated that the economic rationale behind this function is found in 
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production specialisation. The opportunity cost for Country B is lower for Commodity B than Country 
A, because their labour force is more skilled in the production of that particular commodity.  
The comparative advantage refer to factors of production as base for determining the likelihood of 
preferable specialisation. With a plethora of definitions of what is meant by factors of production and 
their respective level (primary, secondary, tertiary, quaternary, et cetera), it is difficult to discuss this 
aspect. Considering what is typically known as primary factors of production, these are categorised as 
land (naturally occurring resources with fixed supply), labour (exertion to produce) and capital (a 
whole produced used to produce a significant amount of goods) (Begg & Ward, 2013: 6).  
The theory of comparative advantage is typically found in countries trading commodities, but it is 
reckoned that it applies to all, individuals, institutions, businesses and countries alike (ibid: 404). Begg 
and Ward subscribes this notion of comparative advantage, and its functions, to globalisation (ibid: 
405). They base their argumentation on factor abundance: “Economies … produce goods for which they 
have an abundance of a key factor input” (ibid). Begg and Wards definition is broad. It can be argued 
that it is so, because they refer to mere international trading, and have yet to discuss specific 
opportunities found in outsourcing in terms of comparative advantages.  
Bernanke & Frank, however, do discuss this. They conclude that “benefit from exchange, even 
though one trading partner may be more productive than the other in absolute terms” (Frank & 
Bernanke, 2009: 55). What they refer to is the concept of absolute advantage. Absolute advantage is a 
construct that signifies when one person faster and more qualified than another (ibid: 36). It also 
 Commodity A Commodity B 
Country A 100 (1𝐴 = 1𝐵) 100 (1𝐵 = 1𝐴) 
Country B 50 (1𝐴 = 4𝐵) 200 (1𝐵 = 1 4⁄ 𝐴) 
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acknowledges that even if a person is advantageously specialised in any given field, it may not be 
comparatively advantageous for that person to execute the tasks relative to the opportunity cost 
(ibid). Bernanke and Frank do add that national exchanges does not guarantee the betterment of the 
individual occupants, specifically “unskilled workers in high wage countries may be hurt in the short run 
by the reduction of barriers to trade with low-wage nations” (ibid). 
4.2.3 COMPETITIVE ADVANTAGES 
Competitive advantages illustrates outsourcing from an inherent business strategic perspective. In 
order to grasp this from a theoretical approach, it will be substantiated through Michael Porter’s 
theory of competitive advantage and product differentiation. Seen from a micro level point of view the 
competitive advantage cannot be understood by analysing the business as a whole (Porter, 1985: 33). 
The company consist of many elements, and each one of them can create a basis for differentiation 
(ibid), thus in order to understand the notion of the differentiation, it is necessary to examine the value 
chains of the business and the customer.  
“The value chain disaggregates a firm into its strategically relevant activities in order to 
understand the behavior of cost and the existing and potential sources of differentiation. 
A firm gains competitive advantage by performing these strategically important activities 
more cheaply or better than its competitors” (Porter, 1985: 34).  
The value chain has to be seen as an integral element of the many chains within the company that 
forms a value system. The value system encompasses all activities that produce value. “The ultimate 
basis for differentiation is a firm and its product’s role in the buyer’s value chain, which determines buyer 
needs” (ibid: 34). To create a visible distinction between a business and its competitors, a product 
differentiation congruent with the customer need is necessary, meaning that to sell a product to a 
quality-oriented consumer; the business must provide a higher quality product to the price or a same 
high quality product to a lower price than its competitors can. Porter emphasises that a differentiation, 
enabled to improve competitiveness, also stems from joint ventures, licences and supply agreements 
(ibid). Especially licenses and supply agreements are connected to offshore outsourcing.  
The business consist of a collection of activities represented in the value chains. Figure 2 
represents the business and the various categories with its value chains. There are five different 
categories within the primary activities: Inbound Logistics, Operations, Outbound Logistics, Marketing 
and Sales, Service.   
These five categories can further be divided into several individual and distinct activities. 
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 “Inbound Logistics: Activities associated with receiving, storing, and disseminated inputs 
to the product, such as material handling, warehousing, inventory control, vehicle 
scheduling and returns to suppliers 
 Operations: Activities associated with transforming inputs into the final product form, 
such as machining, packaging, assembly, equipment, maintenance, testing, printing, and 
facility operations.  
 Outbound Logistics: Activities associated with collecting, storing, and physically 
distributing the product to the buyers, such as finished goods warehousing, material 
handling, delivery vehicle operations, order processing and scheduling.  
 Marketing and Sales: Activities associated with providing a means by which buyers can 
purchase the product and inducing them to do so, such as advertising, promotion, sales 
force, quoting, channel selection, channel relations, and pricing. 
 Service: Activities associated with providing service to enhance or maintaining the value 
of the product, such as installation, repair, training, parts supply, and product 
adjustment” (ibid: 40).  
In relation to the topic at hand, the main interest is the operations that encompass the 
manufacturing. Further, outsourced manufacturing in terms of operations interpreted as a direct 
activity. Activities are either direct or indirect (ibid: 44).  
The direct activities refer to value generation: any activity that generate a surplus of value for the 
customer, such as assembly, parts machining, sales force operations, advertising, product design 
recruiting et cetera (ibid). From this aspect, manufacturing has a substantiated belonging in the 
primary activities category, specifically in Operations. Indirect activities, however, are support 
activities that do not explicitly generate value to the product.  
Determining the business value chain within the specific industry in order to diagnose the 
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competitive advantage is important. (ibid: 45). However, Porter emphasises on that “broad functions 
such as manufacturing or marketing must be subdivided into activities. The product flow, order flow, or 
paper flow can be useful in doing so” (ibid). 
Lastly, Porter stress that a competitive advantage can also be obtained through an optimisation of 
the organisation especially in regards to inventory and production, an optimisation that is strongly 
influenced by the Japanese philosophy of manufacturing (ibid: 49-50), typically characterised as Lean 
Manufacturing today.  
4.2.4 ECONOMIC INCENTIVE 
Outsourcing is a complex structure to show exhaustively in terms of economics. Many variable 
factors change from initiating such a strategy to complete implementation. This section will describe 
the strict economic incentive of outsourcing from both a strategic and financial point of view. For both 
viewpoints, there are two central concepts that guide the hand of the economist: average total cost 
(ATC or AC) and marginal cost (MC). On one hand, average total cost is mathematically expressed as 
the total cost, being the entire production expenditure, divided by the quantity of units produced.  On 
the other, marginal cost is the cost of producing one extra unit. It can also be expressed 
mathematically as 
∆ 𝐶𝑜𝑠𝑡
∆ 𝑄𝑢𝑎𝑛𝑡𝑖𝑡𝑦
, or the change in total cost divided by the change in quantity.  
From the strategic point of view, two concepts needs introduction. Production in the short and 
long run. Frank and Bernanke defines these as such: “short run [is] a period of time sufficiently short 
that at least some of the firm’s factors of production are fixed” and “long run [is] a period of time of 
sufficient length that all the firm’s factors of production are variable” (2009, 155). It is from short and 
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long run average costs that the success of an outsourcing venture is determined.  
From Figure 3 and Figure 4 above, one can discern various conclusions about a theoretical 
production. The dashed line in Figure 3 signals the barrier, where a business will continue production 
or not in the long. Below the short run average variable cost (SAVC), a business cannot sustain 
production in the long run. A business that can charge a price equal to a greater than the short run 
marginal cost (SMC) should continue production, even if that price cannot cover the average costs per 
unit. This is because producing zero units generates a higher deficit due to fixed costs (costs that is not 
related to incremental production), and further increasing the quantity produced will result in 
exponentially increasing marginal cost. A business must maintain these very basic conditions. Figure 4 
displays a business earning a deficit. The dashed lines encase the charged price and level of deficit. The 
lowest line points to the charged price, which is below the short run average cost (SATC). This means 
that the business charges less per unit than it pays to produce it. What an outsourcing venture may 
attempt is change enough factors that in the initial short run was fixed to drive the average cost down 
below marginal cost. 
A business economy is built on many short run productions, which at some point can be combined 
and classified as a long run production. Figure 5 shows examples of short run average costs over time 
(SATC1-5). When the average cost moves down and to the right, it signifies that efficiency has 
improved (SATC1 to SRAC 3). An example of this could be if a business has acquired new machinery 
that refines the raw materials decreasing the residual waste. If productivity is unchanged, the average 
cost remains the same, but quantity produced has increased (SATC 2 to SATC4, excluding SATC3) can 
be explained by the follow scenario. If a business has two labourers and a single machine, and hires 
two more labourers and purchases one more machine, they still produce the same amount of units per 
team, but doubled the quantity produced. Finally, capital changes cause a decrease in productivity, 
 
Figure 5: Long run average cost 
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thus average costs will increase (SATC 3 to SATC 5). In the overall perspective, these five short run 
periods cumulates a long run average cost shown as LRAC.  
While Figure 5 shows a stable average total cost and an increase in quantity produced, a LRAC 
course is not fixed to these changes. A business must still adhere to their respective supply and 
demand. As such, the average total cost would rather decrease than the quantity would increase. 
Regardless of the course, it will still signal major changes in the production factors.  
4.2.3 STRATEGIC DISINCENTIVE 
While there is substantial theoretical basis for outsourcing productions to foreign countries, and 
explicit examples of outsourcing ventures that succeed (Hall, 2012), this is not necessarily the case. 
Offshore outsourcing to East Asian countries, such as Royal Copenhagen has, is usually bound to low 
wages, lack of environmental fees, and for Royal Copenhagen, a three-year tax exemption (Knie-
Andersen, 2012; Hall, 2012). However, during the past decade, these circumstances are changing. In 
Chinese manufacturing, wages has increased 14.26 percent on average per year, whereas Danish 
manufacturing wages has increased by 3.16 percent on average per year (Appendix D). The benefits of 
low wages is undergoing a rapid decrease, and the economic incentives is vanishing.  
Other problems with outsourcing are described as being: fluctuating quality (Hansen, 2011), 
errors, delays, long delivery time, and exceeding transportation expenses (Madsen, 2012; Ritzau, 
2012), communication problems (Holt, 2005). These issues may result in expenses exceeding the cost 
of either offshoring or outsourcing entire production lines. Several businesses are strongly considering 
or has already moved their productions back to their country of origin (Godske, 2010; Information, 
2005; Holt, 2005). This is a strategic implication that drive companies to search for alternatives. One of 
the alternatives can be, as Porter also emphasises, optimisation of the company. The Danish 
pharmaceutical company Lundbeck have chosen to take back their outsourcing and focus on their 
Lean strategy. As stated by the vice CEO “In 2004, we did not understand how much more efficient we 
actually could be. We shouldn't have outsourced, but did it and became cleverer” (Kresten, 2012)2.  
 
2 Translated from Danish: "I 2004 forstod vi ikke, hvor meget mere effektive vi faktisk kunne blive. Vi skulle ikke 
have outsourcet, men gjorde det, og er blevet klogere” (Kresten, 2012). 
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Chapter 5  
COUNTRY OF ORIGIN 
This section will describe how utilising the Elaboration Likelihood Model can determine and 
analyse the Country of Origin effects. Richard E. Petty and John T. Cacioppo (Linnet, 2008: 6) 
developed the Elaboration Likelihood Model in 1981. It is a cognitive persuasion theory mapping the 
course of information processing as a mental procedure in relation to the recipients knowledge, 
involvement and interest in the object (Erwin, 2001: 102). Their argumentation is based on the notion 
that people will always want to have an opinion or approach to the world, as for objects and situations 
that will lead to most fortunate life (Linnet, 2008: 6). The Elaboration Likelihood Model has been 
repurposed by Bloemer, Brijs and Kasper in 2008 to study the underlying cognitive processes of 
product evaluations in relation to country of origin cues (Bloemer, 2008).  
The distinction between the Elaboration Likelihood Model and the COO-ELM model in this report 
is important. The Elaboration Likelihood Model is primarily concerned with the persuasion capacity of 
a message, or in this particular context, the persuasive capacity of product cues processed by 
consumers (Linnet, 2008; Erwin, 2001). The repurposed model, COO-ELM, is specifically concerned 
with studying the extent and weight of the Country of Origin cue in the context of its presentation and 
the consumer (Bloemer et al, 2008). Considering the global scene and the impact of outsourcing, 
where businesses go to great lengths to compete in their relative industries in a world-economy, 
information such as this is important.  
However, where the COO-ELM model falls short is in its inability to process the differences 
between the types of country of origin3. As such, the COO-ELM model is presented in order to display 
how consumers cognitively process information such as Country of Origin in its broadest sense, but it 
is rather the Elaboration Likelihood Model that will provide the analytical foundation. The following 
section is meanwhile written with Country of Origin in mind, but there is no distinct difference in 
processing the Country of Origin cue from any other cue.  
 
3 See Table 1, page 4.  
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5.1 ELABORATION LIKELIHOOD MODEL 
Insofar, Country of Origin has been conceptualised as information interpreted by a customer 
facing any given product, assuming that it is readily available. “Generally, [it is] referred to by the term 
“product-country images”, containing a person’s cognitions, affects and conations towards the country, its 
people and its products” (ibid: 65)4.  
The Elaboration Likelihood Model is meant to create an explanatory framework for the 
aforementioned cognitions of the consumer. Specifically for marketing and selling products in relation 
to Country of Origin, Bloemer et al argue that these are known in the functions of the situational 
context of how product information is presented, the structure of the underlying process of how 
product information influence an overall evaluation, and finally to which degree the product 
information has an impact on an overall evaluation (ibid: 68).  
This conceptual framework is structured to define which effects influence the consumer 
evaluations. Four effects are determined based on the consumer’s level of prior knowledge; the 
attributes, which each consumer has a preconceived preference; their level of motivation and 
involvement of the product; and how each consumer processes the product.  
This framework is inherently tied to conceptual understandings related to products and product 
information, however as explained in the introduction, product is not necessarily to be understood as 
a good or commodity. It is in its broadest sense connected to the notion of a message or 
communication (product) and the information it contains. While maintaining the distinction between 
the Elaboration Likelihood Model and the COO-Elaboration Likelihood Model, they do share the same 
conceptual framework.  
5.1.1 ATTRIBUTES 
The cognitive approach to understanding product evaluation proposes an assumption that defines 
a product as an array of information cues. These are categorised as intrinsic cues or extrinsic cues. The 
intrinsic attributes are concerned with the properties of the product itself, such as its design, the 
materials used and how well it performs (ibid: 65). On the contrary, the extrinsic attributes is external 
properties set in the context of the product. Examples of extrinsic attributes are the charged price of 
the product, its brand, the store it is bought in, the reputation of these, its warranty and naturally its 
country of origin (ibid).  
 
4 See Papadopoulos and Heslop, 1993; Papadopoulos et al., 2000; Verlegh, 2001; Heslop et al., 2004; Laroche 
et al., 2005; Pharr, 2005. 
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“The latter are also referred to by the term image variable defined as some aspect of the 
product that is distinct from its physical characteristics but that is nevertheless identified 
with the product” (Erickson et al, 1984: 694).  
It is these attributes, hidden or displayed, that forms a communication sent to consumers, and the 
content of this message is the cues, which said consumers then would conduct a more or less elaborate 
evaluation.  
5.1.2 ELABORATION LEVEL AND ROUTES 
The elaboration level is the entry point in analysing to which extent consumers, or recipients, 
investigates the specific product that they are purchasing. It refers to their level of “motivation and 
disposal for receiving messages” (Linnet, 2008: 9) formatted in the product (Figure 6). As such, the first 
step is to categorise elaboration levels into two different categorical routes: this determination of 
opinions is obtained through either the central route or the peripheral route.   
In the figure below, Linnet displays how a persuasive communication is sent, and then evaluated 
by the recipient, from the perspective of marketing. This communication can have varying formats. An 
example of such a format could be electronic retailers that often displays both a device and list of 
attributes describing the quality of the device. In contrast, a retailer like IKEA cannot, at least not in the 
same fashion, display the same criteria for their cups and plates. They have to rely on other forms of 
communications. It is the product evaluation that determines the level of involvement and interest in 
the purchased product, and categorises the consumer choice into either the central or the peripheral 
routes.  
“One route is based on the thoughtful (though sometimes biased) consideration of 
arguments central to the issue, whereas the other is based on affective associations or 
simple inferences tied to peripheral cues in the persuasion context. When variables in the 
persuasion situation render the elaboration likelihood high, the first kind of persuasion 
occurs (central route). When variables in the persuasion situation render the elaboration 
low, the second kind of persuasion occurs (peripheral route). Importantly, there are 
different consequences of the two routes to persuasion. Attitude changes via central route 
appear to be more persistent, resistant and predictive of behaviour than changes induced 
via the peripheral route” (Petty and Cacioppo, 1983: 33 cited in Linnet, 2008: 6). 
The central route is based in the cognitive aspect and thus is based on the recipients reasoning. 
This aspect is attentive the quality of the communication, and the recipient will scrutinise the 
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arguments of the message. The peripheral route is in contrary based more upon the affective aspect 
that is based on feelings e.g. in relation to marketing and sale such as storytelling. The peripheral route 
is thus not about arguing with pro and cons that should create the needed motivation to choose a 
certain good, but to affect the recipients feelings and thus decision (ibid).  
Following Linnets argumentation, a communication that inherently belongs to the central route 
will change the behaviour of the consumer on a long term basis, whereas communications belonging to 
the peripheral routes are likely to lose the attention of their consumers on a short term basis.  
 
Figure 6: Persuasive Communication (Linnet, 2008: 9) 
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5.1.3 EFFECTS 
Bloemer, Brijs and Kasper developed a series of effects that they bound to the Elaboration 
Likelihood Model, which categorises the cognitive processes into four subcategories. The antecedents 
of these effects are functions of 1) the situational context: “CoO-cue processed together with additional 
information or not”; 2) the structure of the underlying process: “CoO-cue triggers direct or indirect 
effects on overall product evaluation”; 3) the impact on overall product evaluation: “substantial, 
moderate, weak or marginal” (Bloemer, 2008: 68).  
Bloemer et al outlines the four types of Country of Origin effects as following: the halo-effect, the 
summary construct effect, the default heuristic effect, and the product-attribute effect (ibid). They 
condition these effects as being a rational processing of beliefs focused on the products of a country.  
“…When we speak in terms of cognitive CoO-effects, these are to be understood as the 
rational processing of descriptive, inferential and/or informational beliefs one associates 
with a particular country’s products in order to arrive at an overall evaluation of the 
 
Figure 7: Graphical Presentation of Evaluation Courses  (Bloemer et al, 2008: 69) 
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product being confronted with” (ibid: 68). 
The halo-effect corresponds to scenarios, where information is processed through the peripheral 
route. Information is ignored or absent, and the impact of cues are either indirect or very limited. In 
the ELM-COO model proposed, the information presented is only regarded in terms of Country of 
Origin (ibid). As for the summary construct-effect, there is an explicit focus on the Country of Origin 
cue and any additional information is either congruent or elaborations of this cue, or dismissed as 
irrelevant. It is important to emphasise that information is inferred from the Country of Origin cue, 
and it is considerably influential on the product evaluation (ibid). In contrast to the abovementioned 
effects, the default heuristic effect correlates with scenarios, where consumers process the Country of 
Origin cue along with other attribute cues, in a condition where the cues are presented simultaneously. 
This generates a reciprocal interaction between the various cues of the product that sheds light on the 
remaining cues. Additionally, all cues have a direct influence on the overall evaluation. As such, the 
impact of the Country of Origin cue is positioned between the previous two effects (ibid). Much like the 
default heuristic-effect, the product attribute-effect is a cognitive process, where the Country of Origin 
cue is processed along with other product information. In contrast, the Country of Origin cue has little 
influence on the overall evaluation. The consumer will be most attentive to other product information 
provided in the communication, and there is no reciprocity between the Country of Origin cue and 
additional product information due to a time interval delay (ibid).  
5.1.4 CONFIDENCE AND PREDICTIVE VALUES 
The confidence and predictive values specify whether information cues are in any fashion 
beneficial or propitious to the evaluation process. Bloemer et al refer to theory on cue selection 
procedures (Cox, 1962; Heimbach et al., 1989; Johansson, 1989; Liefeld et al., 1996) concluding that 
consumers construct their product evaluation on cues, which incorporate high predictive and 
confidence values (Bloemer et al, 2008: 70). Predictive value is defined as “the degree to which a 
consumer believes that a cue is indicative of a particular product characteristic of interest” (Eroglu & 
Marchleit, 1987: 29). The confident value determines “how certain the consumer is that the cue is what 
he thinks it is” (Bloemer et al, 2008: 70). These values are to determine the intellectual motivation and 
capability for processing information cues (ibid). 
These terms refer to a prior knowledge. Bloemer et al argues that it can be assumed that the level 
of prior knowledge of the country of origin has a proportionate influence on the product evaluation. 
Such a preconception are composed of the confidence and predictive levels (ibid).  
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It is argued that consumers with a developed prior knowledge of Country of Origin, or any other 
specific cue, will assert the product on those preconceptions. As such, a consumer, confident in their 
beliefs in German quality automobiles, will assert Volkswagen (‘Das Auto’) as a superior producer in 
comparison to non-German counterparts. It is thus assumed to result in an increasing motivation to 
process the Country of Origin cue centrally (ibid: 71). Moreover, it is argued that if the consumer has a 
limited prior-knowledge, it will not relate the Country of Origin to the quality of the product (ibid).  
It is further argued that consumers with direct experience maintain a higher confidence value than 
those with indirect, or in particular, no experience (ibid: 72). However, most vital of this model is the 
argument that central processing is far more likely to endure as a consumer perception, because 
motivation and ability is far more likely to be causal to cognitive processing.  
5.1.5 ELABORATION LIKELIHOOD MODEL: COUNTRY OF ORIGIN 
Both the effects and confidence and predictive values are in some manner in relation to the level 
of prior knowledge. Bloemer et al divide the level of prior knowledge into extended, moderate and 
limited (ibid: 74). Figure 8 shows the analytical model from which Bloemer et al categorises the 
country of origin effects in the form of a flowchart. It takes point of departure in the extent of prior 
knowledge of the country in question and the extent of additional information.  
“Suppose that only the name of a product class or product type and the name of the 
country of origin are present (e.g. “dry white wine from South Africa”)” (Bloemer et al, 
2008: 76). 
This example creates circumstances from which the consumer conduct his product evaluation. 
This is a representation of single-cue situation, where the consumer only has a single cue. He must 
inherently rely on the Country of Origin cue to evaluate the product. In circumstances, where there are 
additional information, consumers show a tendency to spread their argumentation over several cues, 
thus the relevance of singular cues is lesser. Dependent on the level of awareness the consumer 
maintains when exposed to a single-cue situation, the consumer can be influenced by any of the three 
effects (Halo-effect, summary construct-effect, or default heuristic-effect. These occur when other 
information is available, but the consumer evaluates the Country of Origin cue at least to the same 
extent as any additional information. As for the product attribute-effect, the Country of Origin cue has 
a lesser impact on the product evaluation (ibid: 76-77).  
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Figure 8: CoO-Elaboration Likelihood Model as a flowchart (Bloemer et al, 2008: 75)  
36 
 
Intermediately, it is relevant to explore some limitations of the Bloemer et al model. Bloemer et al 
discuss some in the perspective of previous research of the field. Besides the Country of Origin effects, 
which they introduce, other research have identified affective and conative effects as well (ibid: 83). 
They consider the possibility of incorporating such effects into the COO-ELM model. They also refer to 
semiotic theory, and suggest that it may “be better suited to capture the broader scala of CoO-effects in 
its full complexity” (ibid). This is a notion, which is interesting. Not specifically as a continuation of 
semiotics, but a model that can to a greater extent analyse the construction of the consumer evaluation 
to discern the individual underlying processes. This refers to an associative evaluation process that 
consumers conduct, and what consumers associate with the product id est “descriptive beliefs, symbolic 
imagery, affects, conations, norms and values” (ibid). It is very difficult to differentiate between 
particularly cognition and affective reasoning both in the theory as well in the practical use of the 
model. 
Furthermore the COO-ELM model is limited to only the prior knowledge of the products of any 
given country, but not the country itself or its people as whole, and the relevance of prior country 
knowledge.  
5.2 RESEARCH FINDINGS 
This section will report the results of the interviews. Audio transcriptions can be found in 
Appendix C.  
5.2.1 PROFILE OF RESPONDENTS 
Twenty respondents were interviewed in front of the Royal Copenhagen store in the Copenhagen 
promenade. Four of these interviews were conducted with two participants simultaneously5. The 
demographic profile is further elaborated in Appendix E.  
 Seventy-eight percent of the respondents are female, and 22 percent are male. 
 Seventy percent of the respondents are between 21 and 50 years old.   
 Twenty-five percent of the respondents has a short higher education, twenty percent has a 
medium-long higher education and twenty percent has a long higher education. 
 Eighty percent are employed while twenty percent are students. There was no 
unemployed.  
 
5 Interviews #4, #7, #8, #11 (Appendix C) 
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Figure 9: Representation of Demographic Profile (Appendix E)  
5.2.2 INVOLVEMENT 
Participants were questioned about their interest and motivation for visiting and purchasing 
Royal Copenhagen products. This is determined by their visit frequency, reasons for visiting, and 
specification of which characteristic of the product they consider most important. This section refer to 
questions 6-9 of the questionnaire.  
Question 6 (How often do you visit Royal Copenhagen shops?) inquired the participants on their 
visit frequency. This is an exploratory question for develop a background for each participant. Forty-
five percent visits one to two times every year, fifteen percent visits four to six times every year, 
twenty percent visits twelve to twenty-four times per year, twenty percent rarely visits or is a first 
time visitor6. 
Question 7 (Why do you visit Royal Copenhagen shops?) was posed to shed light on the reason for 
visiting the shop. This is to extract information about their level of involvement with and interest in 
 
6 This is further elaborated in Appendix E.  
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the brand and products. A great majority of the participants say that they were browsing for new 
collectables. It is emphasised that Royal Copenhagen deliver good quality, service and well-designed 
products. A small minority browses for gifts and presents, or simply for the aesthetics of the products.  
Question 8 (What is special about Royal Copenhagen?) is a follow up to elaborate on the previous 
question on their involvement and interest in the brand and its products. It is posed to determine their 
cognitive motivation and ability to process the product information cues. A great majority draw 
attention to intrinsic cues like design and performance. This supports that this majority process the 
product information cues centrally. Certain participants emphasise extrinsic cues like a certain 
product, the traditional artisanship, its national origin, exclusivity of the brand, or the store service 
and warranty. 
Question 9 (What properties of their products do you think is most important?) is posed to 
pinpoint to most important aspect of Royal Copenhagen. It supports what distinctive or outstanding 
characteristics participants relates to the brand. Participants generally confirm that design and 
aesthetics is most relevant to them, while quality is second. Few participants refer to the product as 
unique to Denmark. Two participants refer to Royal Copenhagen as being a prestigious brand.  
5.2.3 COUNTRY OF ORIGIN 
The following inquiries are open-ended question exploring the country of origin preferences of the 
participants. This is to investigate their associative beliefs with Country of Design and Country of 
Manufacture in relation to Royal Copenhagen, and general perception of products from Denmark. This 
section is composed of questions 10, 11 and 18.  
Question 11 (How important is it to you that Royal Copenhagen is designed and developed in 
Denmark?) is meant to distinguish the importance of Country of Design to the participants, and how 
significant it influences the product evaluation. Twenty-five percent express indifferent attitude, while 
sixty-five percent is highly concerned. The remaining three participants do not respond.  
Question 12 (Is it important for you that Royal Copenhagen is produced in Denmark?) is a follow-
up question to contrast the previous question. This is to extract information on the significance of the 
Country of Manufacture. Forty percent of the participants show little or no concern for the placement 
of manufacture; while forty percent express concern, or find that it is or would be unfortunate. Five 
percent has changed their views or have become more critical of the brand or quality. Fifteen percent 
did not respond.  
Question 18 (Do you think that Danish products are generally of good quality?) is asked to 
illustrate whether the participants generally consider Danish products to be characterised by quality. 
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Seventy percent of the participants confirm that there is a predominant positive perception towards 
Danish products, while two participants argue that Danish products does not necessarily characterise 
high quality products.   
5.2.4 ASSESSMENT OF MOTIVATION 
This line of inquiry is a late follow-up on the previous exploration of Country of Origin. It is to 
investigate if participants would consciously change their behaviour if production was moved 
elsewhere, and if their perception would be altered in some fashion.  
Question 16 (Would it change your opinion if Royal Copenhagen were not produced in Denmark?) 
is an open-ended question that allows participants to elaborate on their beliefs. Not all participants 
were asked, but those who were replied as follows: for several participants, it made no difference, or it 
had a minimal influence. Few pointed to the quality aspect, and elaborated that it in their experience 
had not declined. The same were still critical towards the products, and tend to examine the products 
more carefully. Several points out that it was “a pity,” especially due to the rich traditions of the 
company. As such, it is relevant, where Country of Manufacture is placed, but it has not deterred a 
continuing consumption. The most significant issue for this group of participants were predominantly 
focused on maintenance of the high standard quality.  
Question 17 (Would it change your opinion if Royal Copenhagen were not produced in Denmark?) 
is a conjunction of the previous question, but addressing this focus on quality perception. For those 
participants, who answered this question, it is far more apparent if they are aware of the current 
Country of Manufacture. Some participants are seemingly confident, and predictive, in their 
assumption that if it is outsourced to South East Asia, quality will fall. Meanwhile another group is 
confident that quality most likely would not fall, or already aware that quality has not suffered. One 
only respondent argue that it may “feel less Danish.” 
5.2.5 TENDENCIES 
This section will attempt summarise the research findings and point to general tendencies found 
in the analysis. This is to prepare the analysis for a more in-depth discussion.  
There is a predominant focus on design and quality. A majority of the participants found that 
Royal Copenhagen provides a distinguished design and well-performing quality. Moreover, some 
respondents pinpoint extrinsic cues such as national origin and the reputation of the brand as being 
influential to their perception of brand.  
This is further found in answers given to question 18, where a majority of the respondents say 
that Danish products are characterised by quality, in addition to general statements about Denmark 
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such as “Simple” (Interview #11) or “Quality and Design”  (Interview #5). There is a general, positive 
image of Denmark. There is a tendency among the participants projecting Royal Copenhagen as a 
reliable image of Denmark. 
Sixty-five percent of the participants display concern for the Country of Design, while twenty-five 
has no regard for the Country of Design. The analysis showed a dichotomy between the influences of 
Country of Manufacture. Forty percent felt concerned or that it was unfortunate, dependent on their 
level of awareness, that Country of Manufacture was foreign. On the assumption that if participants 
were aware of the foreign Country of Manufacture, they would, in some manner, express this 
knowledge, ten to fifteen percent of the respondents has the potential to change their consumption 
behaviour if they were informed7. 
Meanwhile forty percent showed no interest in the geographical placement of production. Five 
percent would be more critical or have become more critical towards the brand and quality, but not 
change their purchase behaviour.  
Zero percent showed signs of adhering to a halo-effect, twenty-five adhere to a summary 
construct-effect, thirty-five to default heuristic-effect, and the remaining forty percent adhere to 
product attribute-effect. This is read from the singular interviews, and primarily based on the 
characteristics each participant drew attention to, their level of motivation and involvement with the 
brand and products, and their level of awareness to country of origins. The latter refers to 
interpretations of how confident and predictive participants were.  
An example of a summary construct-effect is found in Interview #7 for Participant #2, a male in 
his thirties. When inquired about what is special about Royal Copenhagen, he immediate responds 
saying “It’s Danish.” He is strongly concerned for the origins of design, and thinks it is unfortunate that 
it is produced elsewhere. He signals high levels of confidence and predictive values through his level of 
awareness.  
The default heuristic-effect is exemplified in Interview #13, a sixty-year-old female. She is asked 
about what is special about Royal Copenhagen products, and like the previous example, she 
immediately responds saying “It is Danish and traditional.” She is aware that Royal Copenhagen has 
outsourced their production, and finds the fact unfortunate. Moreover, in response to the question 
about country of design, she stress the importance that it is and should always be placed inherently on 
Danish territory. However, she is not influenced by the fact that country of manufacture has moved to 
 
7 Due to interpretation issue with Participant #9 on the sale of Royal Copenhagen to Fiskars, it is difficult to 
confirm the answer, and this accounts for the five percent uncertainty.  
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the extent that her purchase behaviour has changed, only to the extent that her perception of the 
remaining cues is more critical, particularly on quality. She has a predominant focus on the 
functionality of the products, and uses them on a daily basis. She draws attention to well-performing 
connection between modern and antique characteristics. Moreover, she has a high concern and regard 
for the artisanship as well as historical traditions related to the brand.  
The product attribute-effect is well displayed in Interview #5, a female in her late forties. She 
focuses on the product as a collectable. The most important aspect of the product is the design. When 
inquired about Country of Design, she emphasises that country of design is not necessarily important 
as long as the design is good. She believes it would be a shame if production is outsourced to a foreign 
country, however emphasise that design is most likely the predetermining factor for her purchases.  
Meanwhile there was no behaviour that could be identified with the halo-effect. The possibility for 
a halo-effect for highly differentiated products is presumably rare. For brands like Royal Copenhagen 
specialising in highly differentiated products, there is a predominant focus on additional cues. Thus 
with the presence of the additional information the halo-effect cannot arise at the consumer due to 
that the halo-effect to rooted in the lack of additional information. It is safe to assume that for a brand 
like Royal Copenhagen, it is natural that the country of origin has a predetermined relation to their 
product due to their rich traditions.  
On one hand, sixty percent of the participants is identified as central cognitive processing. They 
seem to be more critical in their argumentation, scrutinise the information cues of the products, e.g. in 
terms of design flaws due to outsourcing or their own perception of the brand and its products. On the 
other, forty percent is identified as peripheral cognitive processing. They generally use very simple 
argumentation, and do not elaborate on their associative beliefs or perceptions of the brand and its 
products. They tend to be unaware, or ignorant, of information cues that may change their perceptions 
of quality or reputation.  
What is interesting then is to determine what that relation is between the product and Country of 
Origin and how consumers is influenced if it changes, relational to their preconceptions about the 
brand. Though it is clear from the analysis that the relation of product and Country of Origin is 
different depending on how Country of Origin is perceived by the consumer, and if the consumer 
relates the Country of Origin cue to Country of Design, Country of Assembly, Country of Parts, Country 
of Brand, or Country of Manufacture8. 
 
 
8 See Table 1, page 4. 
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Chapter 6  
DISCUSSION 
Weber said that with the rationalisation of cultures, “the refinement of techniques of calculation, 
the enhancement of the importance of specialized knowledge, and the extension of rational control over 
both natural and social processes” (Brubaker, 1984: 2) would become inevitable. Waters argue that in 
terms of globalisation, this process is inherently a homogenisation of cultures.  
Waters notion of globalisation is based on the structural interdependence of political, social and 
economic arenas. He argues that the most viable movement in any given arena has the potential and 
ability to penetrate and modify movements in the others. Observing democratisation, social security, 
and improving working conditions in a global perspective, there is a serious basis for this argument. 
Globalising economies is influenced by social settings, where consumers carry a certain demand, or 
political structures influence how international trade functions. This is exemplified in the case of Royal 
Copenhagen, where the Thai government gives tax exemptions for businesses that establish 
production facilities in the country.  
In a world, where industrialisation is interchangeable to modernisation, and any society will leap 
at the opportunity to industrialise, this gives basis for a truly globalised economy. Followed by the 
argumentation set forth by Marion Levy, who argues that societies become modernised through the 
function of mechanical enhancement, and without conscious control will establish a systematic pattern 
of interrelationships between countries, it is clear that the interconnectedness is characteristic of a 
global phenomenology: due to this interdependence, the social structures in Thailand can ensure 
economic stability for a business in Denmark.  
This is the gist of the ongoing investigation of international marketing research. In terms of 
outsourcing, where businesses are legally dependent or independent as well as geographically near or 
distant while partaking in the same production chain9, an understanding of factors of production is 
readily debatable. In a conceptual framework, where comparative and competitive advantages, and 
 
9 See Table 2, page 18. 
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given opportunity costs sets an agenda for how international trade should function due to notions of 
specialisation. Jenster et al claims that competition in singular industries and countries antiquated, 
and businesses must consider themselves in a global realm. However, it is worth debating whether a 
redefinition of what it means to be global and competing in a global realm is necessary.  
Jenster et al is immediately enthusiastic about the promises of outsourcing and increasing 
opportunity costs, but for global economies, consider Waters arguments on equalising societies. An 
example of this is the European Union that sprung from an inherent trade bloc to a supranational 
political unit. In theory, this would mean that when businesses outsource their production facilities to 
India, China, or Mexico, their domestic societies would converge with the political, economic and social 
notions of Western societies. When a business moved their production facilities to China due to their 
low labour salaries in order to reduce production costs, it is from the perspective of Waters, only a 
matter of time before those opportunity costs fade (Appendix D).  
At this point, businesses must consider their global position not in terms of cost saving, but maybe 
rather to acquire third-party expertise, or specialisation of production. Begg and Ward return to 
factors of production as a point of departure. They argue that economies must specialise in industries, 
where they maintain a comparative advantage in terms of key production factors. As such, a country 
must essentially put themselves on the map, much like Germany in terms of automobile industry or 
Denmark for pharmaceuticals.  
Focusing on outsourcing as indication of a progression rooted in globalisation: Wallerstein points 
to trade as encompassing of this. International trade becomes progressive in the form of a world-
economy, as Wallerstein notes, in the fifteen and sixteenth century, which later develop into 
industrialisation. Based on the previous line of argumentation, industrialisation will reach an 
impediment that requires businesses to rethink their competitive advantages. In the international 
economic arenas, competition is far steeper, and businesses are incentivised to outsource. Following 
the argument of convergence, the differences in societies are neutralised, hence it is questionable if the 
microeconomic incentive will continue with the further globalisation and industrialisation. In the light 
of competitive advantages, outsourcing is ipso facto reduced to a need for unique specialisation of 
labour in innovation, manufacturing and services. It can be argued that the chasm of differences 
between cultures, societies and countries becomes less distinct, in consequence making the notion of 
Country of Origin, and inherent effects, less substantial, as a result of cultural homogenisation. This is 
substantiated by the argument that if the social, political and economic differences between countries 
dissolve, so will preconceived images of those countries.  
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The analysis constitutes a relevant line of inquiry. For a brand that is seemingly constituted in its 
national origin, there is not a prevalent consensus among the interview participants that manufacture, 
and to a lesser extent, design should be domestic. Insofar, one must consider if there is an inherent 
importance of differentiating Country of Design and Country of Manufacture in terms of product 
perception. Such differentiation instigates that consumers maintain certain social values, such as 
nationalism. Few participants argue that production should be domestic, because they believe it is 
unhealthy that jobs are moved to foreign countries. This is a continuation of what Frank and Bernanke 
previously discussed as result of outsourcing to gain comparative advantages: “unskilled workers in 
high wage countries may be hurt in the short run by the reduction of barriers to trade with low-wage 
nations.” However, forty percent express a concern for the possibility of outsourcing Royal 
Copenhagen production facilities to foreign countries, whereas forty percent express indifference.  
As for Country of Design, sixty-five percent express similar concerns for the Country of Design in 
contrast to twenty-five percent who showed indifference. Here, the consumer awareness is brought 
into question. Can their lack of concern be contributed to global convergence of societies? Arguably so. 
Assuming that Waters is correct in his observations, it could be argued that consumers no longer 
consider a product foreign as long as the Country of Design remains. It is an interesting indication that 
Royal Copenhagen retains an image of being ‘Danish’, and the attributes that follow this image, 
regardless of the geographical independence of Denmark.  
Notwithstanding from this argument, still just as many participants express a deterrence towards 
outsourcing design and manufacture processes, and furthermore ten to fifteen percent of the 
participants, who also belong to the opposing group, are unaware of the current circumstances of 
Royal Copenhagen’s production. It is worth contemplating whether these are potential candidates to 
alter their consumption behaviour radically, should they become aware of the fact that Royal 
Copenhagen has outsourced most of their production to Asia. Essentially, this is a potential threat of 
losing ten to fifteen percent of their customer base, and what revenue they contribute. Highlighting 
these participants, however, construct a skewed perspective of the world. First, they comprise a 
fraction of a larger group who did not alter their behaviour regardless of their level of awareness. 
Second, all participants are still actively engaged with the brand. Essentially, if a participant had 
changed behaviour, they would have been found exiting the Royal Copenhagen store. Third, there are 
too few respondents to base such a bold statement.  
In accordance with the COO-ELM model, the participants are categorised into respectively: halo-
effect, summary construct-effect, default heuristic-effect, and product attribute-effect. For the halo-
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effect, no respondents were aligned with this notion. This is due to the inherent nature of the product. 
Royal Copenhagen produces highly differentiated products, and remains a brand that is closely 
affiliated with its national origin, thus creating two distinct variables: supporting or ignorant of the 
national origin. As such, the default heuristic-effect and the summary construct-effects include Country 
of Origin information as integral factor of the brand. Considering outsourcing strategies and changes in 
the Country of Manufacture, Royal Copenhagen partake in the risk of altering the perception of 
Country of Origin cue of their brand for consumers belonging to these effects. This is merely to 
substantiate that fifty-five percent of the participants constitutes a majority that maintain a relatively 
high concern for the cue. Here the model is limited in its ability to discuss the object of a differentiated 
Country of Origin in terms of how consumers process origins of design and manufacture separately.  
Having introduced the Elaboration Likelihood Model to the discussion, it becomes relevant to 
briefly discuss the implications of using it, and its repurposed version by Bloemer et al10. There is a 
distinct difference in the use of each model. The Bloemer et al version is meant to determine how 
consumers evaluate products in relation to COO-cue, whereas the original model by Petty and 
Cacioppo is used to determine the relevance of Country of Design and Manufacture for consumers 
through theoretical deductions. The COO-ELM model fails to address such differentiation, whereas the 
original version ability in understanding persuasion theory enables the analysis to distinguish 
between these types by readdressing the concern in a different framework. The same goes for 
determining processing routes. Routes are essential to marketing strategists for determining whether 
a communication has a strong impact, which for highly differentiated goods is relevant because they 
rely on a loyal customer base. Contemplating the Elaboration Likelihood Model, consumers with a 
central processing route can considered as being more loyal due to their resilience to change of 
product perception.  
 
10 See Figure 8, page 33 
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Chapter 7  
CONCLUSIONS 
This chapter will summarise the theoretical discussions, the results of the analysis and concludes 
on the problem definition. 
Country of Origin is a concept that has undergone extensive research and scrutiny for nearly a 
decade. The ambition of this project was to investigate how consumer perception is influenced by a 
distinction between the types of Country of Origin, namely Country of Manufacture and Country of 
Design. Through brief discussions, it has also touched on the Country of Brand. This is done through a 
contextualisation of globalisation theory as presented by Malcolm Waters, who include a series of 
relevant concepts related to globalising economies that put the analysis into perspective. Moreover, 
the role of Adam Smith and Michael Porter in the investigation is to establish a foundation in which 
this is possible. They expand on the logical reasoning for businesses that consider outsourcing as well 
as provide a world-establishment, wherein the case is possible.  
The purpose of the investigation is found within the literature that fails to address the differences 
in how consumers perceive Country of Manufacture and Country of Design. There is, in a sense, a 
streamlined focus on the Country of Origin as a totalising concept. Moreover, certain studies begin to 
question the influence of Country of Origin as a determinant factor in product evaluations. Therefore, 
there was a premature interest in investigating the implications of products that are highly 
differentiated, and maintain a brand that is closely connected to its national origins, such as Royal 
Copenhagen. This argument is primarily found in an epistemology discussion of the object. It seems as 
if research in this field return to the object as if it was a truism.  
In the globalisation spectrum, it can be concluded that Waters bring substantial evidence to the 
interdependence of arenas. An example of this is how the polity arrangements in Thailand have had a 
positive, economic impact on the incentives for Royal Copenhagen to move their production facilities 
to the extent, where the business could survive as in a niche market. However, there seem to a strong 
theoretical argument against the direct economic incentive structure over time. Economic 
arrangements must reconsider how to best utilise and improve comparative and competitive 
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advantages in terms of outsourcing. It is suggested that businesses should focus on specialisation of 
labour and countries that specialise in certain production processes. As such, the economic arena 
could develop a knowledge sharing contracts or focus on mobility of specialised labour.  
Outsourcing is a long-term strategy. For certain businesses, long term strategizing failed because 
the incentive structures change within this period, such as increasing wages. Outsourcing ventures 
should be carefully considered, especially on the strategic disincentives that several businesses 
experience. Porter suggests that businesses can increase their competitive advantages through 
organisational optimisations, which is closely linked to specialisation, in lieu of the series of attempts 
to reduce production costs.  
The most essential conclusions is the intermediate implications of Country of Origin. The analysis 
illustrates the differences in Country of Origin perceptions based in design and manufacture. It 
becomes difficult to discern perceptions, because there is a lack of linguistic and perceptual consensus. 
There exists a chasm between the participants. A majority has a concern for keeping the design 
processes in Denmark, while a small minority had no regard for this. As for manufacturing processes, 
it was even more distinctly split. Forty percent thought that manufacturing should remain in Denmark, 
forty percent had no interest in the geographical location of the production - as long as quality was 
maintained - and five percent had become critical of the quality but no one pointed out a fall in quality. 
This generates a line of inquiry into how exactly consumers perceive the Country of Origin, and from 
the analysis, it is difficult to map any significant influences in consumption behaviour.  
Further, participants have difficulties with discerning a distinction between Country of Design and 
Country of Manufacture. This is based on the argument that participants inherently consider the brand 
as primary signifier of the Country of Origin. While this is found in circumstantial evidence, it is an 
interesting facet of the investigation for further research. A theoretical discussion of this facet 
concludes that the convergence of societies towards a globalised economy can account for this 
argument. In theory, at some point in time, as a result of equalised societies or the conception of a 
singular, global society, the geographical location of production is not necessarily representative of the 
Country of Origin. It is rather the origins expertise, design, and brand that forms product perceptions, 
thus it can be argued that these cues are most relevant to the consumer. 
Furthermore, the notion that Country of Origin is reaching an impasse is not readily accessible or 
discernable from the investigation. On the contrary, the Country of Origin cue seems elemental for 
highly differentiated products. Participants, in general, had a high regard for connection between 
Royal Copenhagen and Denmark, albeit there is only a minor concern for Country of Manufacture. 
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Returning to the notion of societal convergence, it can be argued that Country of Origin will become 
less significant to the consumers, because the implications and preconceived ideas of borders are 
disappearing. It should be mentioned that there is theoretical basis for arguing that routes are 
essential tools for marketing. Considering the inconsistencies between those participants, who cared 
less for Country of Manufacture, yet still arguably considered Royal Copenhagen as a Danish brand, it 
could be due to central processing.  
In summary, there seems to be a lack of common discourse that has not been addressed in this 
field, thus making it difficult to discuss the exact implications of outsourcing in terms of product 
evaluations. It is clear that participants have an opinion on the subject when questioned, but it is 
unyielding to observe the explicit influence on their consumption pattern. There is a theoretical basis 
for reasoning that there is a potential risk tied to Royal Copenhagens outsourcing strategy in the light 
of the Country of Origin effects.  
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Chapter 8  
PERSPECTIVISATION 
This chapter will present any limitations or critique of the contents of the project report. It will 
discuss the limitations of data, method and analysis. Moreover, it will contain a theoretical 
perspectivisation. Finally, it will discuss further research suggestions.  
The method of inquiry limited the analysis and discussions hereof, because the questionnaire 
design did not take into account several theoretical discussions that became apparent only subsequent 
to the analysis. Had the questionnaire been thoroughly tested prior to the data collection, several of 
these shortcomings might had been caught. At most, the evidence is circumstantial and it based on 
qualitative interpretations. It was, however, interesting to see the relevance of social constructionism 
become clear in terms of defining the nature of the object investigated, and the implications it brought 
attention to. Furthermore, it could be relevant to conduct a quantitative, statistical study with more 
participants. Insofar, the analysis is explorative, and not to the same extent explanatory as intended. A 
far more exhaustive statistical study could enable the analysis to clarify the distinctions of Country of 
Origin. Most of the interviews is approximately two minutes long, and to generate knowledge from 
certifiable qualitative data from such interviews is difficult. Conducting far more in-depth interviews 
while maintaining the same number of participants could have generated a more reliable form of data 
collection. Through in-depth qualitative interviews, a clear image of the individual distinction of 
perceptions could have been discerned. Considering the fact that Royal Copenhagen sells highly 
differentiated products, it can be assumed that there is a high level of involvement in the brand, but it 
has been difficult to conclusively deduct information. It would also bring more attention to the 
underlying processes for each individual to have asked more follow-up questions.  
The analysis is based on two models, the Elaboration Likelihood Model, and the repurposed 
version focused on Country of Origin, but it can be argued that the analysis is incomprehensive. This is 
partly due to an unfitting questionnaire design, and partly due to the lack of more clear distinction 
between the two. The concepts of the Elaboration Likelihood Models are rather individually analysed, 
but pursuant to the original intentions of the models. Additionally to this point, Bloemer et al are 
50 
 
unclear about how they themselves perceive the distinctions in Country of Origin, if they consider it in 
their use of model, or if it understood as a totality. Further, certain respondents could be considered 
invalid or incomplete, especially in the double-interviews, where one participant may overshadow the 
other. A good example of this for participants #10 and #11 in Interview #8 (Appendix C).  
From a theoretical perspective, it could have been interesting to have included Anthony Giddens 
more. In the strict, theoretical sense, he does provide some argumentation in terms of discussing 
influences on the consumer patterns. He would essentially argue that it would no longer be a matter of 
countries, and relating product attributes to this territorial state, but rather that brands will be 
marketed in form of the multinational corporations they belong to (Waters, 2001: 61-65). This is an 
interesting thought to have further investigated.  
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APPENDICES 
APPENDIX A 
1. Aldersgruppe: 
□ 11-20 år 
□ 21-30 år 
□ 31-40 år 
□ 41-50 år 
□ 51-60 år 
□ 61-70 år 
□ 71-80 år 
□ 80+ år 
 
2. Beskæftigelse? 
 
3. Uddannelsesniveau:  
□ Grundskole (folkeskole) 
□ Gymnasialuddannelser (stx, htx) 
□ Erhvervsuddannelser (faglært) 
□ Kort videregående uddannelse (erhvervsakademi, IT, design, kreativ, sundhed) 
□ Mellemlang videregående uddannelse (professionsbachelor) 
□ Universitetsbachelor 
□ Lang videregående uddannelse 
□ Uoplyst 
 
4. Statsborgerskab? 
 
5. Køn: 
□ Mand 
□ Kvinde 
 
6. Hvor ofte besøger du Royal Copenhagens butikker? 
□ Hver uge 
□ Hver måned 
□ Med nogle måneders mellemrum 
□ Hvert år 
□ Andet    
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7. Hvorfor besøger du Royal Copenhagens butik? 
 
8. Hvad er særligt ved Royal Copenhagen? 
Eksempler: design, pris, prestige, produktionsland 
 
9. Hvilke af deres produkters egenskaber mener du er vigtigst? 
Eksempler: mærke, pris, produktionsland, mærkeland 
 
10. Hvor stor vægt ligger du på at Royal Copenhagen er designet og udviklet i Danmark? 
 
11. Har det nogen særlig betydning for dig, at Royal Copenhagen er produceret i Danmark?  
 
12. Når du tænker på Danmark, hvilke ord beskriver bedst dit indtryk af landet? 
 
13. Når du tænker på Thailand, hvilke ord beskriver bedst dit indtryk af landet? 
 
14. Når du tænker på Polen, hvilke ord beskriver bedst dit indtryk af landet? 
 
15. Når du tænker på England, hvilke ord beskriver bedst dit indtryk af landet? 
 
16. Ville det ændre din holdning, hvis Royal Copenhagen ikke var produceret i Danmark?  
Sydøst Asien:  
Østeuropa: 
 
17. Ville det ændre dit syn på Royal Copenhagens kvalitet, hvis det ikke var produceret i Danmark?  
 
18. Synes du at danske produkter generelt er kendetegnet ved at have god kvalitet? 
 
19. Hvad mener du en kongelig hofleverandør kendetegner? 
 
20. Behøver en kongelig hofleverandør at være dansk? 
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APPENDIX B 
1. Age group: 
□ 11-20 years 
□ 21-30 years 
□ 31-40 years 
□ 41-50 years 
□ 51-60 years 
□ 61-70 years 
□ 71-80 years 
□ 80+ years 
 
2. Occupation? 
 
3. Level of education:  
□ Primary education (Folkeskole) 
□ Secondary education (STX, HF, HTX, HHX) 
□ Vocational secondary education (vocational schooling and apprenticeships) 
□ Short higher education (business academy, IT, design, creative, healthcare) 
□ Medium-long higher education (professional bachelor) 
□ University Bachelor 
□ Long higher education (University Master) 
□ Unknown 
 
4. Citizenship? 
 
5. Gender: 
□ Male 
□ Female 
 
6. How often do you visit Royal Copenhagen shops? 
□ Every week 
□ Every month 
□ Every other month 
□ Every year 
□ Other                          
 
7. Why do you visit Royal Copenhagen shops? 
 
8. What is special about Royal Copenhagen? 
Examples: design, price, prestige, country of production 
 
9. What properties of their products do you think is most important? 
Examples: brand, price, country of production, country of brand 
 
10. How important is it to you that Royal Copenhagen is designed and developed in Denmark? 
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11. Is it important for you that Royal Copenhagen is produced in Denmark?  
 
12. When you think about Denmark, what words describes your impression of the country? 
 
13. When you think about Thailand, what words describes your impression of the country? 
 
14. When you think about Poland, what words describes your impression of the country? 
 
15. When you think about England, what words describes your impression of the country? 
 
16. Would it change your opinion if Royal Copenhagen were not produced in Denmark?  
Southeast Asia:  
Eastern Europe: 
 
17. Would it change your view of the quality of Royal Copenhagen products if it were not produced 
in Denmark?  
 
18. Do you think that Danish products are generally of good quality? 
 
19. What do you think characterises a Royal Purveyor? 
 
20. Do you think that a Royal Purveyor needs to be Danish? 
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APPENDIX C 
Interview #1. Participant is male. 
Interviewer Jeg er fra Roskilde Universitet. Jeg studerer kvalitetsopfattelser. 
Participant Ja 
Interviewer … hvordan du opfatter kvalitet.  Må jeg stille dig nogle spørgsmål? 
Participant Ja 
Interviewer Okay, øh, så skal jeg vide hvor gammel du er cirka? 
Participant 46 
Interviewer Og hvad beskæftiger du dig med? 
Participant Jeg er filial direktør i et pengeinstitut. 
Interviewer Okay, hvad er dit højeste uddannelses niveau indtil videre? 
Participant Det er bankskolen. 
Interviewer Bankskolen. Okay, Du er dansk statsborger? 
Participant Ja 
Interviewer Og så skal jeg spørge, hvor ofte du besøger Royal Copenhagen? 
Participant Ah det er sjældent, meget sjældent. 
Interviewer Meget sjældent. Sådan hvert år eller sjældnere end det? 
Participant En gang om året. 
Interviewer En gang om året, okay. Hvorfor? 
Participant Vi overvejede om vi skulle skifte stel. 
Interviewer Ja, er der noget særligt ved Royal Copenhagen som du sådan interesserer dig for? 
Participant Jeg synes Mega Mussel er blevet rigtig interessant. 
Interviewer Øhm, hvad med deres design og pris og…? 
Participant Jeg er ikke bekendt med hvilke designpriser de har fået, men generelt har jeg fået et godt 
indtryk af Royal Copenhagen 
Interviewer Øh, hvilke af produkternes egenskaber synes du så er vigtigst? Er det deres prestige eller… 
Participant De rene linjer. 
Interviewer De rene linjer. Godt svar! [latter] Øh hvor stor vægt ligger du på at Royal Copenhagen er 
designet og udviklet i Danmark? 
Participant På en skala fra ét til ti. Syv 
Interviewer Øhm, Har det nogen særlig betydning for at de er produceret i Danmark? At det er lavet i 
Danmark. 
Participant Nej 
Interviewer Det er fuldstændigt lige meget? 
Participant Ja. 
Interviewer Hvis nu det bliver produceret i Thailand? 
Participant Hvis kvaliteten er i orden. 
Interviewer Hvis kvaliteten er i orden. 
Participant Ja 
Interviewer Okay, øm, du har jo næsten svaret på rigtig mange spørgsmål med det. Synes du generelt at 
danske produkter er kendetegnet ved god kvalitet? 
Participant Overordnet set ja, men det er ikke nødvendigvis ensbetydende med at det ikke kan produceres 
i samme kvalitet andre steder. 
Interviewer Okay. Mener du at en kongelig hofleverandør skal være produceret i Danmark? 
Participant Det har jeg ikke forholdt mig til 
Interviewer Så siger jeg tusind tusind tak. 
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Interview #2. Participant is female.  
Interviewer Hvilken aldersgruppe er du i? 40 til 50? 
Participant 41. 
Interviewer Hvad laver du? Din beskæftigelse 
Participant Jeg er kontorassistent 
Interviewer Øhh hvad er dit højst uddannelses niveau? Gymnasie eller? 
Participant Ja sådan en videregående handelsskole.  
Interviewer Okay, og du er dansk statsborger? 
Participant Ja 
Interviewer Okay. Så skal vi videre til det relevante. Hvorfor hvor ofte besøger du Royal Copenhagen? 
Participant Alt for tit 
Interviewer Alt for tit? [latter] Er det hver måned eller? 
Participant Ja det er det. 
Interviewer Okay, hvorfor besøger du Royal Copenhagen? 
Participant Fordi jeg elsker deres Musselmalet og Mega Mussel.  
Interviewer Ja. Øhh hvad er, hvad er særligt, hvad er det der er særligt ved Royal Copenhagen? 
Participant Deres eksklusivitet tror jeg og det er god kvalitet, det er tidløst design. 
Interviewer Og det er det du synes er de vigtigste egenskaber ved deres produkter? 
Participant Ja. 
Interviewer Okay. Så hvor stor vægt ligger du på at Royal Copenhagen bliver produceret i Danmark? 
Participant Det bliver lavet i Kina nu eller hvad? 
Interviewer Thailand og Sydkorea 
Participant Thailand og Sydkorea… øh jeg synes det er synd de har flyttet produktionen men det betyder 
ikke noget for mig 
Interviewer Det betyder ikke noget for dig? 
Participant Nej 
Interviewer Hvad tænker du på når…Når du tænker på Danmark, hvilke ord beskriver så bedst Danmark? 
Participant Det burde jo være design. Vi er jo kendt for vores møbelklassikere og design… 
Interviewer Lige præcist. 
Participant Ja 
Interviewer Øh skal lige have det sidste spørgsmål så… Behøver en kongelig hofleverandør at dansk? 
Participant Ja det synes jeg faktisk. 
Interviewer Det synes du? 
Participant Ja det synes jeg 
Interviewer Så siger jeg tusinde tak for din tid. God arbejdslyst. 
 
Interview #3. Participant is female.  
Interviewer Jeg undersøger kvalitets opfattelser. Hvordan man opfatter kvalitet som menneske. 
Participant Ja det må du meget gerne. 
Interviewer Øhm, først hvilken aldersgruppe er du i? 
Participant Jeg er 16 
Interviewer 16? 
Participant Yes 
Interviewer Og hvor ofte besøger du Royal Copenhagen? 
Participant Det er hver gang jeg er i København, og det er så en to tre gange om året. 
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Interviewer To tre gange om året? 
Participant Yes. 
Interviewer Øh hvad er det der er så særligt ved Royal Copenhagen? 
Participant Jeg synes det er flot. 
Interviewer Det er flot? 
Participant Ja. Det er lækkert design i hvert fald. 
Interviewer Øh, hvad er, hvad er det ved deres produkter som du synes der er så vigtigt? Eller måske skal 
jeg spørge, hvad er det der er vigtigst ved deres produkter? 
Participant Udseendemæssigt 
Interviewer Udseendemæssigt? 
Participant Ja 
Interviewer Øh, ligger du nogen vægt på at de er designet og udviklet i Danmark? 
Participant Nej, det tænker jeg ikke så meget over. 
Interviewer De tænker du ikke? 
Participant Nej 
Interviewer Ville det have nogen betydning, hvis det ikke var produceret i Danmark? 
Participant Det tror jeg ikke umiddelbart. Nej det ville ikke gøre noget. 
Interviewer Så hvis jeg siger det er produceret i Thailand så er du stadig rimeligt glad for produktet? 
Participant Jeg synes det er pænt så det. 
Interviewer Okay, synes du en hofleverandør skal være et dansk firma? 
Participant Når jeg tænker over det, så ja. 
Interviewer Når du tænker over det, så ja? 
Participant Ja. 
Interviewer Okay. 
Participant Egentlig 
Interviewer Øh, jamen så tror jeg faktisk at jeg vil sige tak! 
Participant Det var så lidt. 
 
Interview #4. Both participants are female.  
Interviewer …Lige høre øh, måske får jeg jer begge to… Hvilken aldersgruppe er I i? 
Participant #1 22 
Participant #2 Og jeg er 53 
Interviewer Okay, hvorfor først du må være elev i gymnasiet eller? 
Participant #1 Nej jeg er under uddannelse som klinisk tandteknikker 
Interviewer Okay… 
Participant #2 Jeg er lærer. 
Interviewer Ja det er svært når jeg har to undskyld [latter] Hvorfor besøger i Royal Copenhagen? 
Participant #2 Jeg har fået en gave af min datter i mors dag gave, og vi har været inde og male mega musel. 
Interviewer Okay! 
Participant #2 Ja 
Interviewer Jeg har lige den forkerte side her kan jeg se. Hvor ofte besøger i så Royal Copenhagen? Er det 
meget… 
Participant #2 Sjældent. [Latter] 
Interviewer Meget sjældent? 
Participant #2 Jah [latter] 
Interviewer Er det sjældnere end hvert år? 
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Participant #2 Jah jeg ser det hvert år. Én eller to gange om året er vi inde og kigge 
Participant #1 En gang i mellem 
Interviewer Okay, hvorfor? 
Participant #1 Jeg synes det er god service og det er flot, og det er lidt mere kvalitet end andet 
Interviewer Ja, hva… hvad er det der er særligt ved Royal Copenhagen så? 
Participant #2 Det er bare lidt flottere end IKEA [latter] 
Participant #2 Det er håndværk! 
Participant #1 Det er håndværk. Det er malet i hånden og… 
Interviewer Ja. Hvilke af deres produkters egenskaber er så vigtigst for dig? Er det det at det er håndmalet 
eller er det deres pris eller er det for eksempel deres gode service? 
Participant #1 Det er nok det håndmalede og det servicen. 
Interviewer Okay, hvor stor vægt ligger du på at det er udviklet of designet i Danmark? 
Participant #1 Det synes jeg er fedt så det er nok også derfor at jeg… 
Interviewer Har det nogen særlig betydning for at Royal Copenhagen er produceret i Danmark? Altså laver 
tallerknerne i Danmark? 
Participant #1 Nej. 
Interviewer Så hvis nu de rykkede deres produktion til Thailand ville det ændre noget? 
Participant #2 Jeg synes jo det er rigtig vigtigt at vi beholder danish design i Danmark og udvikler herhjemme 
så vi bevarer arbejdspladser i Danmark. Det synes jeg er utroligt vigtigt - og det er dansk. 
Interviewer Ja. 
Participant #2 Og så er det kvalitet 
Interviewer Ja. 
Participant #2 Jeg synes nogen gange at ting når produktionen bliver flyttet til udlandet så kan kvaliteten godt 
falde fordi det går for stærkt… 
Interviewer Ja. 
Participant #2 … og fordi man øh tjener mere på det. Og det synes, og det synes jeg da ikke er så godt for 
Danmark. 
Interviewer Så du ville ændre dit syn på deres kvalitet, hvis de rykkede deres produktion 
Participant #2 Ja det tror jeg, at jeg ville. Måske det kommer an om der er kvalitetsændring. Hvis der ikke er 
det så er det jo okay, men nej alligevel ikke. Jeg synes det er vigtigt at vi bevarer arbejdspladser 
i Danmark. 
Interviewer Synes du at danske produkter generelt er kendt ved god kvalitet 
Participant #1 Ja 
Participant #2 Ja 
Interviewer Skal en kongelig hofleverandør være dansk? Et dansk firma? 
Participant #2 Ja det synes jeg det skal være 
Interviewer Godt, så siger jeg tusind tusind tak 
 
Interview #5. Participant is female.  
Interviewer Må jeg spørge hvor gammel du er? 
Participant 47-48 
Interviewer Og hvad er din beskæftigelse? 
Participant Jeg er sundhedsplejeske 
Interviewer Ja og den seneste afsluttede uddannelse? 
Participant Ja og det var til sundhedsplejeske. En videregående uddannelse fra den jeg havde oprindeligt 
Interviewer Ja. Okay. Og jeg går ud fra du er dansk statsborger? 
Participant Ja 
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Interviewer Okay, øh, undskyld. 
Participant Det gør ikke noget 
Interviewer Hvor ofte besøger du Royal Copenhagens butik her? 
Participant Det gør jeg rimeligt tit. 
Interviewer En gang om måneden eller…? 
Participant Ja det gør jeg 
Interviewer Hvorfor? 
Participant Det er fordi jeg kigger lige efter nogle gode tilbud. Fordi jeg samler på nogle af de ting som de 
sælger derinde så nogle gange har de jo nogle procenter. Så køber jeg lige noget billigt. 
Interviewer Når du siger du samler på det, hvad er det så der er særligt ved Royal Copenhagen og deres 
produkter? 
Participant Jamen det er jo kun dem der har det jeg samler på i hvert fald. Musselmalet og ja… Jeg kan jo 
selvfølgelig også få det i magasin. 
Interviewer Ja men hvorfor samler du på det og ikke et andet stel for eksempel? 
Participant Fordi jeg synes det er flot og det har jeg gjort i mange år. 
Interviewer Så det er hovedsageligt designet? 
Participant Ja det er det. Ja. Jeg synes det er rigtigt flot. 
Interviewer 
 
Øhm, og hvilke egenskaber ved deres produkter synes du er vigtigst? Prisen eller designet eller 
kvalitet for eksempel eller at det er et dansk produkt? 
Participant Jamen jeg synes da det er dejligt at der er et dansk produkt. Det har en lang historie og så synes 
jeg også det er god kvalitet og designet synes jeg også er flot. Så det er jo flere ting. 
Interviewer Ja 
Participant Ja 
Interviewer Hvor stor vægt ligger du på at det netop er designet i Danmark og udviklet i Danmark? 
Participant Ej det er måske ikke lige det første, det er måske designet der kommer først ind. 
Interviewer Ja 
Participant Ja 
Interviewer Når du så tænker på danske produkter, hvad tænker du så? Sådan som helhed, hvad er det 
første du falder i dine tanker? 
Participant Altså en mærketing eller hvad? 
Interviewer Tænker du at det er god kvalitet, eller tænker du at det er billigt eller godt design? 
Participant Ej jeg tænker det er god kvalitet. Kvalitet og design synes jeg er godt. Prisen er som regel ikke 
billigt jo når det er dansk 
Interviewer Nej, hvis du skulle tænke det samme om for eksempel produkter fra Thailand? Hvad ville du så 
tænke? 
Participant Ja så ville jeg tænke dårlig kvalitet. 
Interviewer Ja og hvis jeg sagde Polen? 
Participant Det er det samme ik’. Jeg tænker de producerer ikke på samme måde som i Danmark 
Interviewer Nej, hvad med England? 
Participant England ville være OK. 
Interviewer Ja, ville det ændre dine holdninger hvis Royal Copenhagens produkter ikke var produceret i 
Danmark? 
Participant Jeg synes det ville være ærgerligt.  Det synes jeg jo er en lang historie ik’. Så det ville være 
ærgerligt. 
Interviewer Ville det ændre dit syn på deres kvalitet? Altså ville du tænke at det ville være dårligere 
kvalitet, hvis det ikke var produceret…? 
Participant Det kommer an på hvor det bliver lavet kan man sige om det er det samme som os ik’. 
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Interviewer Hvad hvis jeg sagde det var lavet i Sydøstasien, altså ville det ændre? 
Participant Ja det tror jeg. Så tænker jeg det ikke kunne være samme kvalitet. Det er en helt anden kultur 
og en anden måde de laver ting på 
Interviewer Synes du det er et krav at et produkt skal være dansk producet for at være dansk 
hofleverandør, som Royal Copenhagen for eksempel er? 
Participant Jah, det kan man godt, det ved jeg ikke, men det er jeg egentlig ligeglad med, men det burde det 
være ikk, eller kan man ikke sige at de er til det danske kongelige hof. 
Interviewer Okay, mange tak for din tid 
Participant Jamen det var så lidt. 
 
Interview #6. Participant is female.  
Interviewer First how old are you? Approximately. 
Participant 29 
Interviewer 29, what do you do for a living? 
Participant I am a teacher 
Interviewer You are a teacher. What citizenship do you have? 
Participant Spanish 
Interviewer How often do you visit Royal Copenhagen? 
Participant Eh, not really often. 
Interviewer Like once a year or…? 
Participant Eh, I live here so, once a month maybe. 
Interviewer Once a month? Okay. Why exactly? 
Participant For pleasure. I don’t know. [laughter] 
Interviewer For pleasure? Anything special about Royal Copenhagen that you really like? 
Participant Well it’s very typical to come here to buy a present. 
Interviewer Okay, eh, what qualities of the product is most important to you? 
Participant Eh, I guess the design that is really special. 
Interviewer Eh, how much importance do you put in the fact that it is designed and developed in Denmark? 
Participant Out of ten, I'm giving a ten. 
Interviewer Okay. Would it have any significant meaning if it wasn’t produced in Denmark? 
Participant I guess not, because it’s really expensive so it is something typical from here so you buy it, but 
if not I think that not really. 
Interviewer Okay. When you are thinking about Denmark, what is the best word to describe Denmark? 
Participant Quiet 
Interviewer Sorry? 
Participant Quiet 
Interviewer Okay, ehm, how do you consider most Danish products, how do you describe them? 
Participant I think that they are high quality but at the same time really expensive. 
Interviewer Okay, ehm, last question. Royal Copenhagen is delivering to the royal family. Would it make 
any difference if it were a product that wasn’t Danish? Should the people that deliver products 
royal family, should they always be Danish? 
Interviewer Eh I don’t think so. 
Participant Thank you very much. 
Interviewer You’re welcome. 
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Interview #7: Participant #1 is female, Participant #2 is male. 
Interviewer Jeg skal lige først spørge, hvilen aldersgruppe er I i? Sådan 10 til 20 eller 20 til 30 eller 30 til 
40? 
Participant #1 30 til 40 
Interviewer Begge to? 
Participant #2 Ja 
Interviewer Beskæftigelse? 
Participant #1 Tandplejer 
Participant #2 It-konsulent 
Interviewer Statsborgerskab kan jeg antage er dansk? 
Participant #2 Ja 
Interviewer Hvilken seneste uddannelse er i blevet færdige med? 
Participant #1 Tandplejer 
Participant #2 Civiløkonom 
Interviewer Hvor ofte besøger I Royal Copenhagen? 
Participant #2 Et par gange om året tror jeg 
Participant #1 Ja 
Interviewer Hvorfor? 
Participant #2 Fordi vi samler på det. 
Participant #1 Ja. 
Interviewer Nu hvor i samler på det, hvad er det så der er specielt eller særligt ved deres produkter? 
Participant #1 Det er super lækker kvalitet og god service, hvis nu noget går i stykker. Brudgaranti 
Participant #2 Det er dansk  
Participant #1 Ja det er jo så ikke lavet i Danmark 
Participant #2 Der er noget specielt over det. 
Interviewer Hvilken egenskab ved deres produkter er den vigtigste for jer? 
Participant #1 Det er at de er smukke. Så smukt og holdbart 
Participant #2 Mange forskellige dele. 
Interviewer Hvor stor vægt ligger I på at det er dansk design og udviklet i Danmark? 
Participant #2 Rimelig meget 
Participant #1 Rimelig stor vægt. 
Interviewer Ville det have nogen særlig betydning for jer, hvis det ikke var produceret i Danmark? 
Participant #1 Ahh for det er det vel egentlig ikke længere. 
Participant #2 Ikke det hele nej. 
Interviewer Men har det nogen betydning for jer? Er det lige meget eller..? 
Participant #1 Ikke helt lige meget 
Participant #2 Det er jo lidt ærgerligt ik’ at det ikke er produceret i Danmark. 
Interviewer Føler I at kvaliteten er gået ned af efter skiftet? 
Participant #2 Nej 
Participant #1 Nej 
Interviewer Det kan I ikke se? 
Participant #1 Nej det synes jeg ikke. 
Participant #2 Men man har bare en forestilling om at der sidder en dansker og laver det. Det har sådan noget 
specielt. 
Interviewer Synes I at danske produkter generelt kendetegner god kvalitet? 
Participant #2 Ja 
Participant #1 Ja 
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Interviewer Behøver en kongelig hofleverandør at være et dansk firma? 
Participant #2 Ja det synes jeg 
 
Interview #8. Participant #1 is male. Participant #2 is female.  
Interviewer Hvilken aldersgruppe. 10 til 30, 30 til 40? 
Participant #1 10 til 30 
Interviewer Undskyld 20 til 30 
Participant #1 Jeg er 20 til 30 og 30 til 40 derovre. 
Interviewer Hvilke beskæftigelser har I? 
Participant #1 Forsikrings branchen 
Interviewer Og…? 
Participant #2 Det samme 
Interviewer Seneste færdiggjorte uddannelse? 
Participant #1 På tirsdag, gælder det? 
Interviewer Ja det kan vi godt sige. 
Participant #1 HD anden del. 
Interviewer Og...? 
Participant #2 Forsikringselev. 
Interviewer Og jeg kan godt se I er danske statsborgere. 
Participant #2 Ja 
Participant #1 Ja det er rigtigt. 
Interviewer Hvor ofte besøger I Royal Copenhagen? 
Participant #1 Det er første gang jeg har været derinde? 
Participant #2 Ja også mig. 
Interviewer Hvorfor? Ville I bare kigge eller…? 
Participant #2 Ja 
Participant #1 Ja det var faktisk formålet for os. 
Interviewer Synes I der er noget særligt ved Royal Copenhagen…? 
Participant #2 Jeg synes det er pænt. 
Participant #1 Ja det er jo æstetisk, det er jo bare design kan man sige som så meget andet. 
Interviewer Hvis I skulle købe deres produkter, hvilke egenskaber ville I så kigge mest på? 
Participant #1 Design jo. Funktionaliteten får du også i IKEA. Så det handler om design og eksklusivitet vil jeg 
tro. 
Interviewer Hvor stor vægt ligger i på at det så ville være dansk? Dansk udviklet, dansk design. 
Participant #1 Det er det jo ikke. Det bliver malet i Thailand kan man sige. 
Interviewer Ideerne kommer jo fra Danmark. Men du har fuldstændig ret i at det er produceret i Thailand. 
Participant #1 Nåh nej det betyder ikke så meget. Lidt måske, men man ved at hovedproduktionen ligger i et 
andet land lang fanden i vold og det er jo heller ikke fordi de er eget mere. 
Interviewer Det er faktisk blevet solgt til finsk… 
Participant #1 Ja præcist. Så tænker man ikke så meget over det. Så nej det tror jeg ikke. 
Interviewer Så det har ikke nogen betydning for… 
Participant #1 Nej minimal betydning. 
Interviewer En kongelig hofleverandør, skal de være dansk? 
Participant #1 Meget sjovt spørgsmål… 
Participant #2 Ja det skal de vel. 
Participant #1 Jah jeg kan godt mærke, hvor du vil hen af. Nej, jamen det skal det nok ja. Det vil nok være det 
mest naturlige. 
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Interview #9. Participant is female.  
Interviewer Hvilken aldersgruppe er du i? 30 til 40? 40 til 50? 
Participant Kommer an på hvor 40 er? 
Interviewer Det er lige meget 
Participant Jamen jeg er præcist 40. 
Interviewer Okay, jamen så er du 40. Hvilken beskæftigelse har du? 
Participant Jeg er sygeplejerske. 
Interviewer Og jeg kan godt antage at du er dansk statsborger? 
Participant Ja 
Interviewer Hvor ofte besøger du Royal Copenhagen? Meget sjældent? 
Participant Ja måske en gang om året. 
Interviewer Hvorfor besøger du Royal Copenhagen? 
Participant Det er mest for gaver. 
Interviewer Hvad er det der er så særligt ved Royal Copenhagen? Er det folk der ønsker det eller er det 
fordi…? 
Participant Nej det er fordi folk ønsker sig det specielt. 
Interviewer Ligger du en vægt på at Royal Copenhagen er designet i Danmark? 
Participant Ja jeg har godt hørt at det ville blive solgt til udlandet. Gud nåh, det er lidt synd. Fordi jeg tror 
også mange turister også forbinder det med noget dansk. 
Interviewer Er du stadig glad for at give Royal Copenhagen som gave også selvom det måske ikke er 
produceret i Danmark? 
Participant Kommer meget an på, hvad det er. Jeg ville sige, vi har også haft gaver med til udlandet fra 
Royal Copenhagen. Og det ville jo ligesom, hvis man skulle besøge en ambassade være det man 
typisk tager med til en reception fra Danmark, og det ville man ikke på samme måde synes det 
repræsenterede Danmark på samme måde. 
Interviewer Synes du at danske produkter ofte kendetegner god kvalitet? 
Participant Jah. Danske produkter som er slået igennem på en eller anden måde world wide, det er 
forbundet med kvalitet eller godt design. 
Interviewer Skal en dansk hofleverandør være dansk? 
Participant Ja det vil jeg mene. 
 
Interview #10. Participant is male. 
Interviewer Så vil jeg gerne spørge om, hvor gammel du er? 
Participant 53 
Interviewer Og din beskæftigelse? 
Participant Jeg er lærer 
Interviewer Og så gør jeg også ud fra at det er din seneste afsluttede uddannelse? 
Participant Ja 
Interviewer Du er dansk statsborger? 
Participant Ja 
Interviewer Hvor ofte har I besøgt Royal Copenhagens butik her? Eller hvor ofte gør i det? 
Participant Fire gange om året. To om året. 
Interviewer Hver halve år? 
Participant Ja 
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Interviewer Hvorfor besøger i Royal Copenhagens butik? 
Participant For at se hvad de har. 
Interviewer Er der noget særligt ved Royal Copenhagen som gør i besøger denne her butik eller deres 
butikker? 
Participant Fordi de formegentlig har noget bestik som vi godt gider købe på et tidspunkt. 
Interviewer Og hvad er det så for nogle egenskaber ved det her bestik som gør at det er dét I er interesseret 
ved? 
Participant Det ligger godt i hånden. At det formegentlig vil være rigtig dejligt at spise af. 
Interviewer Hvor stor vægt ligger I så på at det her bestik er designet og udviklet i Danmark? 
Participant Det er en tilfældighed at det er designet og udviklet i Danmark. 
Interviewer Men har det så nogen betydning om det så er produceret i Danmark for dig? 
Participant For mig har det. 
Interviewer På hvilken måde? 
Participant Fordi jeg synes det handler om danske arbejdspladser. 
Interviewer Når du så tænker på et land som Danmark og produkter som er forbundet med Danmark. Hvad 
er så din første indskydelse? 
Interviewer Prøv at spørge igen. 
Participant Når du tænker på danske produkter, hvad er så din første indskydelse når du tænker på dem? 
For eksempel er de billige, er det kvalitet, er det at du støtter danske arbejdsplader? 
Interviewer Det går på flere ben. Det er jo ikke alt der er produceret i Danmark der er skide godt. 
Nødvendigvis, men ja, der er danske arbejdspladser. Det er centralt, også 
produktionsarbejdspladser, og den anden ting er at, at jo det kan godt være det er en fordom, 
men der er også noget ved kvalitet. Lidt højere forventning til at kvaliteten er god og 
holdbarhed. 
Participant Hvis nu du tænker samme spørgsmål og så sætter Thailand i kontekst. Så går jeg ud fra at du 
måske har nogle andre opfattelser af tingene? 
Interviewer Jeg ville tænke at det der er produceret i Thailand er dårlige arbejdsvilkår for de mennesker 
der producerer det og muligvis er det lidt billigere materialer, men det behøver det jo ikke at 
være. 
Participant Ville det have en indflydelse på produktet, for eksempel Royal Copenhagens produkter at de er 
lavet i Thailand fremfor Danmark? 
Interviewer Det ville formegentlig være den samme kvalitet, men jeg ville forstille mig at de arbejdsvilkår 
de ville være produceret under ville være ringere. 
Interviewer Men ville det gøre noget ved din beslutning om du ville købe det eller ej? 
Participant Nej det tror jeg faktisk ikke. 
Interviewer Synes du det har nogen indflydelse i forhold til det at være kongelig hofleverandør? 
Participant Nej 
 
Interview #11. Both participants are female. 
Interviewer Hvilken aldersgruppe tilhører I i? 
Participant #1 15 
Participant #2 15 
Interviewer I er folkeskole elever? 
Participant #1 Ja 
Participant #2 Ja 
Interviewer Og i er selvfølgelig danske statsborgere? 
Participant #1 Ja 
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Participant #2 Ja 
Interviewer Hvor ofte besøger i Royal Copenhagen? 
Participant #2 Meget sjældent 
Participant #1 Meget sjældent, vi skulle bare ind og kigge efter gaver 
Interviewer Hvorfor lige Royal Copenhagen? 
Participant #1 Det er flot 
Participant #2 Det er et fedt mærke og det er flot. Det er stilfuldt. 
Interviewer Man kan næsten sige man får noget prestige og eksklusivitet? 
Participant #1 Ja, det synes jeg helt klart. 
Participant #2 Ja 
Interviewer Hvad er det ved Royal Copenhagen der er så specielt? Hvad er det der ved det? 
Participant #2 Tidsløst design. 
Participant #1 Ja præcist. 
Interviewer Ligger I stor vægt på at det er dansk design? 
Participant #2 Nej det ville jeg ikke tænke over 
Participant #1 Nej, nej 
Participant #2 Jeg tror også jeg ville kunne lide det, hvis det ikke var dansk. 
Participant #1 Ja 
Interviewer Så det ville ikke have en stor betydning hvis det var produceret i Thailand? 
Participant #1 Nej 
Participant #2 Nej 
Interviewer Når I tænker på Danmark, hvilke ord beskriver så Danmark bedst? 
Participant #2 Uhh stort spørgsmål! 
Participant #1 Enkelt. 
Participant #2 Enkelt. 
Participant #1 Enkelt og stilfuldt agtigt tror jeg. 
Interviewer Hvis nu det samme spørgsmål bare for Thailand? 
Participant #2 Det er et svært spørgsmål. Det ved jeg ikke 
Participant #1 Jah, Thailand, det ved jeg ikke 
Participant #2 Jeg tænker i hvert fald ikke på design og Thailand 
Participant #1 Nej 
Participant #2 Jeg tænker mere badeferie eller sådan noget. 
Participant #1 I hvert fald modsætning af Danmark vil jeg sige. 
Interviewer Hvad med Polen? 
Participant #2 Uha der tænker jeg slet ikke på sådan noget design noget. 
Participant #1 Nej det gør jeg heller ikke. Jeg tænker øl og sådan noget fodbold kamp. 
Interviewer England? 
Participant #2 Lidt mere stilfuldt 
Participant #1 Ja mere stilfuldt. Enkelt og lidt måske den samme stil. 
Interviewer Synes I at danske produkter generelt er kendetegnet ved god kvalitet? 
Participant #1 Ja. 
Participant #2 Det synes jeg helt klart. 
Participant #1 Ja! 
Interviewer Hvad kendetegner en kongelige hofleverandør? 
Participant #1 Uha [latter fra begge] 
Interviewer Det er også et stort spørgsmål? 
Participant #2 Ja! 
69 
 
Participant #1 Ja! 
Participant #2 Det er god kvalitet og det er flot og… 
Interviewer Skal en kongelig hofleverandør være dansk? 
Participant #2 Ikke nødvendigvis. 
Participant #1 Nej. 
Participant #2 Det synes jeg ikke. 
Participant #1 Nej det betyder ikke noget. 
 
Interview #12. Participant is female. 
Interviewer Hej 
Participant Hej 
Interviewer Må jeg spørge om, hvilken aldersgruppe du tilhører eller hvor gammel du er? 
Participant 27 
Interviewer Hvad er din beskæftigelse? 
Participant Jeg arbejder. 
Interviewer Som hvad? 
Participant Assistent hos Novo Nordisk 
Interviewer Hvad er dit seneste færdiggjorte uddannelsesniveau? 
Participant Kort videregående 
Interviewer Jeg går ud fra du er dansk statsborger? 
Participant Ja 
Interviewer Og at du er kvinde? 
Participant Ja 
Interviewer Hvor ofte besøger du Royal Copenhagens butikker? Sådan cirka. 
Participant Den rigtige butik inde på strøget er nok et par gange om året. Men jeg kigger tit på Royal 
Copenhagen uden for deres butikker også, altså i Magasin, i LIC og Imerco. 
Interviewer Flere gange om måneden eller et par gange om ugen eller? 
Participant En gang hver anden måned. 
Interviewer Hvad er det der er særligt ved Royal Copenhagen? 
Participant Det er flot! Det er designet, og jeg synes det er kvaliteten der er det vigtigste, og det synes jeg 
de lever op til. 
Interviewer Hvilke af produkternes egenskaber synes du så er vigtigst? Er det de samme som gør at det er 
særligt? 
Participant Ja. 
Interviewer Hvor stor vægt ligger du på at Royal Copenhagen er designet og udviklet i Danmark? 
Participant Faktisk rimelig stor. Større end jeg troede da jeg fandt ud af at de var blevet solgt. 
Interviewer Hvorfor? 
Participant Det er som om de mister noget danskhed, ved at produktionen er røget til Asien. 
Interviewer Så det betyder også noget særligt for dig at det er produceret i Danmark? 
Participant Absolut. 
Interviewer Når du tænker på Danmark og danske produkter, hvilke ord synes du så beskriver de her 
produkter generelt set? 
Participant Design, først og fremmest. Stilrent og så synes jeg også igen at det er kvaliteten. Og det samme 
med Georg Jensen og nogle af de andre. 
Interviewer Hvis nu du skulle sætte de samme ord på Thailand. 
Participant Uh, ja så er det ikke det. Så er det noget med efterligninger, og kvaliteten er slet ikke det 
samme. Priserne er heller ikke det samme. 
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Interviewer Ville du mene at et land som Thailand rent faktisk er i stand til at producere i samme kvalitet 
som Danmark? 
Participant Ja selvfølgelig, hvis de er under dansk observation. 
Interviewer Men generelt set leverer de ikke samme kvalitet? 
Participant Altså jeg ville være nervøs for det. 
Interviewer Nu kan jeg forstå at du allerede ved at Royal Copenhagen ikke er produceret i Danmark, har det 
ændret dit syn på det. Du har jo lidt svaret på det, at det gør det lidt ikke? 
Participant Jo det gør det lidt, men det ødelægger ikke noget for mig som sådan. 
Interviewer Ser du deres kvalitet som værende noget andet? 
Participant Ikke endnu 
Interviewer Fordi du ikke har set et direkte eksempel på det? 
Participant Præcist 
Interviewer Synes du generelt at danske produkter er kendetegnet ved god kvalitet? 
Participant Ja 
Interviewer Mener du at en kongelig hofleverandør skal være dansk? 
Participant Nej, det synes jeg ikke, det bestemmer kongehuset vel? 
 
 
Interview #13. Participant is female. 
Interviewer Hej 
Participant Hej 
Interviewer Må jeg spørge om, hvilken aldersgruppe du tilhører eller din alder? 
Participant Jeg er 60 
Interviewer Og din beskæftigelse? 
Participant Jeg er assistent. Senior assistent. 
Interviewer Dit seneste afsluttede uddannelse niveau? 
Participant Det ved jeg ikke. Jeg har en kort videregående og så et par tillægsuddannelser. En 
akademimerkonom, jeg ved ikke hvad du vil kalde den. Kort videregående? 
Interviewer Jeg går ud fra dit statsborgerskab er dansk? 
Participant Ja 
Interviewer Og du er kvinde? 
Participant Ja 
Interviewer Hvor ofte besøger du Royal Copenhagens butikker? 
Participant Det gør jeg relativt tit synes jeg. 
Interviewer Det kan også være in-store shops. For eksempel inde i Magasin, dvs. En lille Royal Copenhagen 
afsnit. 
Participant Men jeg tror i gennemsnit så køber jeg nok en ting en om måneden. 
Interviewer Men hvor tit besøger du, og ikke nødvendigvis køber. Oftere? 
Participant Ja jeg kigger tit 
Interviewer En gang om ugen? 
Participant Ahh 
Interviewer Hver anden uge? 
Participant Ja. 
Interviewer Hvorfor besøger du Royal Copenhagens butikker? 
Participant Jamen det gør jeg fordi jeg faktisk synes at jeg rigtig godt kan lide deres ting. Jeg har arvet en 
masse Musselmalet, og nu har de for eksempel laver hvid riflet som jeg så har valgt at købe 
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sådan at jeg har det til hverdag. Bruger det til hverdag, fordi jeg synes det de laver hænger 
rigtig godt sammen. Det er ligesom de har formået at lave nogle byggesæt, sådan at man kan 
bruge det meget traditionelle og så kan man tage de helt moderne ting og så kan man koble det 
sammen og det giver en stor brugsværdi. 
Interviewer Hvad er det der er særligt ved Royal Copenhagens produkter? 
Participant Det er jo både det, at det er dansk og det er traditionsbundet, og det kan jeg godt lide. For mig 
hænger det meget sammen med min mor, som havde meget Musselmalet og det har jeg arvet 
og det bygger jeg videre på. 
Interviewer Hvilke af produkternes egenskaber mener du er vigtigst? 
Participant Det ved jeg ikke rigtig, hvad jeg skal svare på. 
Interviewer Om du synes det er kvalitet, eller det at du synes det er dansk eller det er en mærkevare eller… 
Participant Jamen det er rigtigt at jeg godt kan lide det er en mærkevare. Jeg kan godt lide at, ved godt det 
ikke bliver produceret i Danmark længere og det synes jeg faktisk er en stor skam, det synes 
jeg der ligger meget tradition i, men ellers er det jo at det er en dansk tradition der bliver båret 
videre. 
Interviewer Er der noget prestige over det? 
Participant Ja det er der også. Jeg må jo også sige at jeg en gang i mellem også køber antikt Musselmalet 
der er fra Royal Copenhagen. Så man kan gå mange år tilbage og se, hvordan tingene blev lavet 
den gang, og der kan man jo se at kvalitetskontrollen er langt langt bedre i dag. Den gang kunne 
man godt sælge førstesorteringsvarer med småfejl, men det gør man ikke i dag. 
Interviewer Hvor stor vægt ligger du på at Royal Copenhagen er designet og udviklet i Danmark? 
Participant Jamen det lægger jeg jo sådan set stor vægt på. Det synes jeg hører hjemme hos os, og det synes 
jeg vi skal blive ved med at være herre over. 
Interviewer Nu ved du de ikke længere bliver produceret i Danmark, har det haft nogen betydning for dig? 
Participant Jeg ved ikke om det har haft nogen betydning, men jeg tror jeg kigger på det med sådan mere 
kritiske øjne. Jeg tror jeg prøver at lægge mærke til om kvaliteten skrider – om det bliver malet 
lige så flot i Thailand, som det blev malet som det blev malet på porcelænsfabrikkerne i sin tid. 
Interviewer Så jeg kan våge at påstå at du faktisk er mere kritisk overfor kvaliteten nu end du var før, fordi 
du er mere opmærksom på hvor det er produceret? 
Participant Ja. Det må jeg desværre nok indrømme. 
Interviewer Når du tænker på Danmark og danske produkter, hvilke ord forbinder du med danske 
produkter sådan helt generelt? 
Participant Enkelthed og design og tradition 
Interviewer Og hvis du skulle tænke det samme bare om Thailand? 
Participant Jamen Thailand det er jo lidt mere. Jeg er jo ikke i tvivl om at der er rigtig mange dygtige 
mennesker, men det er jo ikke, de er ikke kvalitetsbeviste på samme måde som jeg føler at vi er 
her i Danmark. Selvfølgelig kan de male flotte mønstre når de bliver instrueret i at sådan her 
skal det se ud og så gør de det, men jeg tror ikke at kvalitetskontrollen er lige så skarp i 
Thailand som den er her. 
Interviewer Synes du generelt at danske produkter er kendetegnet ved god kvalitet? 
Participant Ja det må jeg sige. Det må jeg sige. 
Interviewer Behøver en dansk kongelig hofleverandør at være dansk og producere i Danmark? 
Participant Næ, det gør de da egentlig ikke. 
 
Interview #14. Participant is female. 
Interviewer Må jeg spørge om hvor gammel du er? 
Participant 30 år. 
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Interviewer Og hvad er din beskæftigelse? 
Participant Fuldmægtig i staten 
Interviewer Hvad er din senest afsluttede uddannelsesniveau? 
Participant Lang videregående uddannelse. 
Interviewer Må jeg spørge om hvilken en? 
Participant Cand.soc. i politisk kommunikation og ledelse fra CBS. 
Interviewer Og jeg går ud fra at dit statsborgerskab er dansk. 
Participant Ja. 
Interviewer Og du er kvinde. 
Participant Ja. 
Interviewer Hvor ofte besøger du Royal Copenhagens butikker eller in-store butikker? 
Participant Det gør jeg måske en gang i kvartalet. 
Interviewer Hvorfor besøger du Royal Copenhagens butikker? 
Participant Det kan for eksempel være fordi at der er kommet et eller andet nyt, jeg gerne vil se live, 
foreksempel Elements eller der var kommet et eller andet jeg har set på Facebook, eller.. 
Interviewer Hvad er der særligt ved Royal Copenhagen? 
Participant Ja, hvad er der særligt ved Royal Copenhagen? Det er sådan på en eller anden måde noget 
porcelæn som jeg i hvert fald har kendt hele mit liv. Jeg er vokset op med Royal Copenhagen, 
det gamle Musselmalet stel. Og selvom der så er kommet en masse nye varianter, så bærer det 
jo noget af det med sig. Det minder mig om min mormor og min barndom. Derfor kan jeg godt 
lide det.  
Interviewer Hvilke af de egenskaber, som Royal Copenhagens produkter har, mener du er vigtigst? 
Participant Hvilke egenskaber de har? 
Interviewer Forstået på den måde at prisen eller kvaliteten, eller det at der er produceret i Danmark, eller 
prestigen. 
Participant Det er designet, jeg synes er vigtigst. Jeg går ikke så meget op i, hvor det er designet henne, og 
jeg synes at hvad det koster. Prisen er rimelig pepperet, men på den anden side kan jeg godt 
forstå at den er dyr, når man tænker på at det er håndmalet. For mig er det klart designet, der 
gør en forskel.  
Interviewer Hvor stor vægt lægger du på at Royal Copenhagen er designet og udviklet i Danmark? 
Participant Det lægger jeg stor vægt på.  
Interviewer Har det nogen særlig betydning for dig, hvis Royal Copenhagen var produceret i Danmark? 
Participant Nej, nu ved jeg at Royal Copenhagen er produceret et andet sted, og jeg vil da selvfølgelig 
hellere have at det er produceret i Danmark, fordi jeg vil selvfølgelig foretrække at man havde 
beholdt de arbejdspladser i Danmark end havde dem i Thailand, men det vigtigste for mig, det 
er at det ikke ændrer noget ved produktet.  
Interviewer Når du tænker på Danmark og danske produkter, hvilke ord beskriver så bedst dit indtryk? 
Sådan helt generelt set. 
Participant Godt design, gennemtænkte løsninger, miljøvenlighed, og minimalisme.  
Interviewer Hvis jeg stillede dig det samme spørgsmål, bare om Thailand, hvad ville du så svare? 
Participant Så ville jeg svare same-same but different. Billige kopivarer, bambus-ting, og masse-
produceret ting. 
Interviewer Hvad med set fra et aspekt omkring deres kvalitet i de produkter de producerer. 
Participant Når man umiddelbart tænker på produkter produceret i Thailand tænker man jo ikke, at det 
er noget høj kvalitet nødvendigvis. 
Interviewer Ville det ændrer dit syn på Royal Copenhagens kvalitet, hvis det blev produceret i Danmark? 
Participant Nu ved jeg jo at det ikke er produceret i Danmark. 
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Interviewer Men har det så ændret sig?  
Participant Det kunne det meget vel have været, hvis ikke jeg var overbevist om at de traditioner, de 
arbejdsmæssige traditioner, man arbejder med i Danmark er blevet videreført til Thailand. 
Det synes jeg Royal Copenhagen har gjort et stort arbejde ud af at fortælle folk, at der ikke er 
gjort nogen forskel. Så jeg tænker ikke umiddelbart at det har gjort nogen forskel.  
Interviewer Synes du at danske produkter generelt kendetegner god kvalitet? 
Participant Ja. 
Interviewer Mener du at en kongelig hofleverandør behøver at være dansk? 
Participant Jeg ved egentlig ikke hvad der ligger i det at være kongelig hofleverandør. Ja, det tror jeg 
egentlig at jeg mener. 
Interviewer Tak for det. 
Participant Det var så lidt. 
 
Interview #15. Participant is male. 
Interviewer Hvad er din uddannelse? Senest færdiggjort uddannelse? 
Participant MBA. 
Interviewer MBA? Ja, hvad laver du så nu? 
Participant Direktør. 
Interviewer Direktør. Hvad er din alder? 
Participant 47 
Interviewer Hvor ofte besøger du Royal Copenhagen? 
Participant En til to gange om året. 
Interviewer Hvorfor? 
Participant For at se hvad der er kommet, og for at handle. 
Interviewer Hvad er det der er så særligt ved lige Royal Copenhagen? 
Participant Fordi jeg samler på det. 
Interviewer Hvad er det ved deres produkter, som er vigtige? Altså hvilke egenskaber er det, der er vigtige? 
Participant Design. 
Interviewer Hvor stor vægt ligger du på at der er designet i Danmark? 
Participant Meget stor vægt. 
Interviewer Så hvis det var produceret et andet sted, ville det have nogen betydning? 
Participant Ja! 
Interviewer Når du tænker på Danmark, hvilke ord beskriver så bedst Danmark? 
Participant Velfærd. 
Interviewer Hvad med Thailand?  
Participant Ferie. 
Interviewer Polen? 
Participant Fremdrift. 
Interviewer Og England? 
Participant Storhed. 
Interviewer Hvordan ville du have det hvis Royal Copenhagen var produceret i Sydøst Asien? 
Participant Det ved jeg faktisk ikke. 
Interviewer Synes du at danske produkter generelt kendetegner god kvalitet? 
Participant Ja. 
Interviewer Skal en kongelig hofleverandør være dansk? 
Participant Ja. 
Interviewer Tusind tak for din tid. 
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Interview #16. Participant is female. 
Interviewer Hvor gammel er du? 
Participant Oh, I don’t have time to answer a lot of questions. 
Interviewer Its two minutes! 
Participant Twenty eight. 
Interviewer What do you do for a living? 
Participant I’m a research assistant. 
Interviewer What’s your latest finished level of education? 
Participant Masters. 
Interviewer Citizenship? 
Participant US. 
Interviewer How often do you visit Royal Copenhagen? 
Participant Once a year, when my mom visits. 
Interviewer Why exactly? 
Participant Just for show, and getting gifts. 
Interviewer Okay, what’s special about Royal Copenhagen? 
Participant I think it’s pretty unique to Denmark. 
Interviewer So that’s the properties of the product that’s special? 
Participant Yeah. 
Interviewer Hvor stor vægt ligger du på at Royal Copenhagen er dansk design? 
Participant Uhm… do you mean, uh… 
Interviewer How important it is. 
Participant I guess, it’s pretty unique to Denmark. 
Interviewer Is it important that it’s produced in Denmark too? 
Participant Yeah, and I’ve heard it’s outsourced. 
Interviewer So your opinion changes if it was produced elsewhere? 
Participant Yeah. 
Interviewer What do you think about Thailand? What describes Thailand? 
Participant Um, well, I don’t know. Diving and stuff like that. 
Interviewer What about Denmark? 
Participant Yeah, what describes Denmark? 
Interviewer Yeah. 
Participant More wealthier European country. 
Interviewer Does the quality of Royal Copenhagen change if it’s produced elsewhere? 
Participant Um, yeah, I don’t know, maybe the quality also feels less from Denmark. 
Interviewer Do you generally think that Danish products are good quality? 
Participant Yeah, I do. 
Interviewer Thank you very much for your time. 
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APPENDIX D 
Date China % Denmark (approx.) % 
jan-03 ¥11001 
 
93 DKK 
 jan-04 ¥12496 13,59% 97 DKK 4,30% 
jan-05 ¥14033 12,30% 99,5 DKK 2,58% 
jan-06 ¥15757 12,29% 102,5 DKK 3,02% 
jan-07 ¥17966 14,02% 106 DKK 3,41% 
jan-08 ¥20884 16,24% 110,5 DKK 4,25% 
jan-09 ¥24192 15,84% 114,5 DKK 3,62% 
jan-10 ¥26599 9,95% 118 DKK 3,06% 
jan-11 ¥30700 15,42% 120 DKK 1,69% 
jan-12 ¥36494 18,87% 123,5 DKK 2,92% 
jan-13 ¥41650 14,13% 125,5 DKK 1,62% 
Average 
 
14,26% 
 
3,05% 
 
 
Figure 10: Chinese and Danish wage rates from 2003 to 2013 ( National Bureau of Statistics , 2013a; ibid, 2013b) 
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APPENDIX E 
Age Group N Percent 
11-20 3 15 % 
21-30 5 25 % 
31-40 4 20 % 
41-50 5 25 % 
51-60 1 5 % 
61-70 1 5 % 
71-80 0 0 % 
81+ 0 0 % 
 20 100 % 
 
Gender N Percent 
Male 5 25 % 
Female 15 75 % 
 20 100% 
 
Educational Level N Percent 
Primary Education 1 5 % 
Secondary Education 2 10 % 
Vocational secondary Education 0 0 % 
Short higher Education 5 25 % 
Medium-long higher Education 4 20 % 
University Bachelor 1 5 % 
Long higher Education 4 20 % 
Unknown 2 10 % 
 20 100 % 
 
Occupational Status N Percent 
Employed 16 80 % 
Unemployed 0 0 % 
Students 4 20 % 
 20 100% 
 
Visit Frequency N Percent 
1-2 visits per year 9 45 % 
4-6 visits per year 3 15 % 
12-24 visits per year 4 20 % 
First time or rarely 4 20 % 
 20 100% 
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